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Sas Sooo — 


recoros or Tue 91. LOUIS REPUBLIC, 
ae 


@hecked and Verified by LYMAN D. MORSE ADVERTISING AGENCY, 
Successors to Bates & Morse and J. H. BaTzEs, 
38 PARK ROW, 
Publishers the REPUBLIC, Sr. Lous, Mo. 
GENTLEMEN—In accordance with your invitation to verify circulation statements, extended to 
our agency on several occasions, we panes our Mr. Blinn Yates to visit St. Louis for that pur- 


pose when West in January, and he ha done so, we Sen Som to —- a report as follows : 
I called upon the REPUBLIC without ne Tn of ment of time in- 





New York, Feb. 1, 1895. 


was 
details of ion statements could be verified. 

Speedily realiz: from the mass of figures given me and the accumulated data covering six 
months from July 1 to ber 31, 1894, that no investigation could be thorough, in so fer as veri- 
fication of each item was concerne: , without it several weeks’ close application to same, I concluded 
the =. ay nny would be to verify the detailed reports made by all departments inter- 

the months named. This I did, selecting all dates myself, and in 
eve fapadee ~ ty result was a complete verification of the totals covered in the detailed state- 


For cumple, § all original corrteeyt slips, orders and reports were ooaed, and the — found 
to correspond with entered records. Orders from hotel foe Smeg ty ranch offices sales to 
newsboys and in counting-room ; mailing list to actual su nore, and orders from ay Sa os 
Companies, as well as those from newsdealers a. St. Louis who are =~ Sy oe 
mail or express service, were verified and deductions for all file copies, unsold pape’ 
were made, in order that the circulation statements might be “ absolutely n net.” 
The system by which i paper bills are compared with the “ production ” from the rolls 
d it made to the manufacturers on the basis of number of ny tana of finished news- 
papers actually toned ou “ifforded another means of corroborating the figures obtained else- 
where, and this with the cash receipts, paper Be na wpe? besides other features mentioned 
above, convinced me that sae following sworn lation is correct and entitled to 
belief in every particular 


Month, 1894. Gross. Deductions. Net. Daily Average. 
JULY,. . . . 1,874,800 121,173 1,753,627 56,568 

. AUGUST, . . 1,785,565 102,384 1,683,181 54,296 >= 
SEPTEMBER, 1,712,615 113,100 1,599,515 53,317 
OCTOBER, . . 1,727,405 118,749 1,608,656 651,892 

= NOVEMBER, . 1,699,555 129,520 1,570,085 52,334 = 
DECEMBER, . 1,713,700 128,065 1,585,685 51,149 
Daily Average for Six Months, . . 53,259 


(Signed) BLINN YATES. 





Weare or to be informed of the sterling character of your most highly esteemed pub- 
lications, on proof sut of the reliable nature of your circulation 


ates nts. 

We heartily commend the REPUBLIC’s policy in ) yey @ daily a sworn certificate of circula- 
tion, and inviting os and — pen te inspect its books and records to verify inany way they 
may see 

When an asverieee purchases saeae @ "ot the REPUBLIC he knows exactly what he is paying for 
and what he gets; w with numerous other pet ns, the advertiser has no — anaet 
ance on these points, ts, although he has as much right to this knowledge as when pi ing me 

chandise or inspecting a piece of ny and the titles thereto, before makin; payment ore! osing 
a deal, and when a@ newspaper re’ substantiate its circulation —— inviting a search- 
ing im n, the reasonable and mama inference is that said ee a id open to criticism. 

In conclusion, allow us to thank you for the uniform cow and attention shown our rep- 
I by all with your paper with whom we came tact 


Truly yours, 
LYMAN D. MORSE APVERTISING AGENCY, 
Per Lyman D, Morss, 

















PRINTERS’ INK. 

Immediate returns should not be expected 
from advertising. 

Occasionally results are felt quickly, but 
it is unsafe to figure upon this. 

It requires time for advertising to become 
remunerative. 

Given plenty of time, the returns are surer 
and much more satisfactory. 

A properly-constructed advertisement in- 
serted by the year in the Atlantic Coast Lists 
of 1,400 local weeklies will certainly sell large 
quantities of goods to the families of the 
Atlantic slope. 

There is no substitute for these lists. 
They form the practical and complete means 
for communication with the country people. 

A million families reached weekly. 


One electrotype, one order, does the business. 


Catalogue for the asking. 


wh TRA TRF TT 


ATLANTIC COAST LISTS, 





134 LEONARD STREET, New YORK. 
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AusTIn BATES—The Ad-Smith. 
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AN INTERESTING ADVERTISER. 


REMINISCENCES AND EXPERIENCES OF 
A NEW YORK JEWELER WHO HAS 
ADVERTISED FOR OVER THIRTY 
YEARS. 

By John H. Johnston. 


The first ad I ever put out was 
clocks on the Fulton Ferry boats bear- 
ing on their face my name and ad- 
dress. They attracted a great deal of 
attention and unquestionably brought 
me a great deal of trade. 

These clocks led to a very pleasant 
interview with P. T. Barnum. 
went down to his museum one day in 
1860, and said that I would like to see 
Mr. Barnum. 

** Walk right in 
and you will find 
him in his office,” 
said the attendant. 
A moment later I 
found myself in 
Mr. Barnum’s 
presence. 

“T have come 
here to ask a favor 
of you, Mr. Bar- 
num,” I said. 


“What is it, 
young man?” he 
asked. 


‘“*T would like to 
put up a couple of 
clocks in your 


museum, bearing 
my name and ad- 
dress.” 


“You are the 
second man that 
has been here on 
the same errand,” 
said Mr. Barnum. ‘‘ The other man 
came from Cortlandt street, about a 
week ago, and I was willing enough he 
should put up the clocks, but we could 
find no room for them anywhere in 
the museum. I went over the whole 
place with him. I have no objection 
to your putting up the clocks if you 
can find any place to put them.”’ 

‘*I think that is easy enough to ar- 
range,’’ I replied. ‘‘ Will you come 
with me a minute?” and I took him 
through the museum into the lecture 
room or theater. 

‘There is the place I have picked 
out. There is plenty of room there 
for the two clocks, I think,’’ I said, 
pointing to the spaces immediately un- 
der the principal boxes. 





Joun H. Jounston. 





‘*Capital, young man, capital,”’ ex- 
claimed Mr. Barnum. ‘‘ Why, every- 
body will see them there.” 

‘OF course,’’ I replied, ‘‘that is 
what I am after.” 

‘*Put up nice ones, won’t you?’’ 
said Mr. Barnum. 

“‘T will, Mr. Barnum. I will have 
the best money can buy—have them 
covered with gold.’’ And I did; had 
them made to order especially. 

Then I took Mr. Barnum in to 
where the great pictures of the battles 
of the Mexican War were, with great 
magnifying glasses before them, 
through which each picture seemed to 
present an actual view of the battle 
field in life size. 

“Right here, 

Mr. Barnum, I 

would like to set a 

handsome tripod,”’ 

I said, pointing to 

a position directly 

in front of the pict- 

ures. ‘‘It will be 

as fine a thing as I 

can procure, and 

when people look 
through the mag- 
nifying glass of the 
tripod they will see 
my store and sign 
in full size.”’ 
“Young man, 
that is a very brill- 
iant idea,’’ replied 

Mr. Barnum, ‘‘ but 

I can’t fool my 

customers for 

ou.”’ 

4 But Mr. Barnum 
permitted me to 
put up the clocks, 

and later they were burned with the 

boa-constrictors, the ‘‘ Happy Fam- 
ily,’’ and the rest of the curiosities. 

But the best hit I ever made in ad- 
vertising was after the panic of ’73. 
Business was dreadfully dull and no 
one was making money. I racked my 
brain how to turn an honest penny. 
One day an idea popped into my head 


‘and I sent the following ad to the 


New York Herald: ‘‘ Cash paid for 
duplicate wedding presents. Inscrip- 
tions erased, silver re-finished, and 
sold below manufactvrers’ cost.” 

In ninety days my business was 
revolutionized. I had all I could do 
in the duplicate wedding present line. 
I have bought as much as three bar- 
rels of silver in a day. 



































You see the ad cuts both ways. I 
would advertise that we paid cash for 
the silver, and thus were able to sell it 
at less than manufacturers’ cost, which 
attracted both buyers and sellers. 

I had the idea copyrighted, so that 
no one could use the term ‘‘ duplicate 
wedding presents.’’ 

It was in 1875 I took Dr. Backus, 
a scholarly old doctor of our neigh- 
borhood—a ne’er-do-well—a bootblack 
on our corner, and a case of our jew- 
elry, up to the study of Eugene Meeks, 
an artist now in Florence, Italy, and 
posing the figures, had him make the 
painting, which I called ‘‘ Taxing Ad- 
vantage of the Situation,” and of 
which I have sold at least 5,000 
copies all over the country. One 
jeweler in Salt Lake City took a hun- 
dred of them. 

It was a painting that proved one of 
my best advertisements. It is now 
being used as a living picture at one 
of the New York theaters. 

When I moved to Union Square I 
began using pages in the magazines, 
and got out an illustrated catalogue, 
and also used the daily papers. I 
believe in illustrated ads. I use them 
in my magazine advertising. In the 
dailies I think illustrated advertising, 
like that of Cammeyer, is the kind 
that pays. He has built up an enor- 
mous business just by pictures of a 
shoe. I use in New York the morn- 
ing Sun, Tribune and Herald. They 
have the largest circulation through 
the country. I consider the evening 
“omg valuable for our business. We 

ave found the Post and the Mail and 
L£xpress the best of the evening papers. 

Of the ‘‘Big Four” magazines I 
find the Century most valuable ; the 
Cosmopolitan and Harper's next, and 
then Scribner's. I have tried Mun- 
sey’s and McClure’s, and find them 
excellent mediums. Much to my sur- 
prise, most of our Canadian orders 
come from the Review of Reviews. 
Perhaps it’s because the Canadian 
people prefer solid reading. The 
Ladies’ Home Journal, considering its 
immense circulation, has not proved 
as valuable for us as we hoped it would, 
while for many other firms I have no 
doubt it is the most valuable medium 
they could use. You see we sell only 
very fine goods, and the majority of 
the journal readers, I have an idea, 
are in moderate circumstances. Oc- 
casionally they buy high-priced goods, 
but usually confine themselves to goods 
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5 
of lower standards of goellty.. This 
applies also to the Youth's Companion. 


However I have the highest apprecia- 
tion of both. 

I have given them a very fair trial. 
I gave the Ladies’ Home Journal a 
thousand dollar contract in its second 
year. As far as methods are concerned, 
I believe in both occasional and con- 
stant advertising. Special advertising 
has proven very profitable to us. We 
sell in the course of a year a wide 
range of articles. For instance: sil- 
ver tea-sets, and large pieces of silver 
of various kinds, diamond ornaments, 
large and small, and watches. People 
very frequently come to us anxious 
to dispose of articles of this character. 
Whenever we can we offer special in- 
ducements to our clientage—and we 
have educated them by our ads to 
know that we tell the truth—a special 
ad invariably brings new customers. 

Perhaps one of the best special ads 
I ever had was entirely free. Mr. 
Marks, now dead, a brother of Mon- 
tague Marks, came to me one day for 
an interview for the Wor/d, ona topic 
on which I cared to say very little, 
and I kept parrying his questions by 
telling him ‘‘ Here is a very nice thing 
I bought last week,” or ‘‘ Here is a 
large assortment of duplicate silver 
wedding presents that I have just se- 
cured.” 

‘*T guess I have got a good story right 
on that line,’’ he finally said, and I told 
him that if the World printed a story 
of that kind it would be very agree- 
able to me and that he might find 
himself wearing a handsome watch. 
The story appeared—about a third of 
a column, headed : 

YOUR GIFTS TO THE BRIDE. 
Mr. Johnston Will Take Them Off 
° Her Hands at a Fair Cash 

Valuation. 

The article was copied in hundreds 
of papers and I heard from it ‘as I 
never did from anything before or 
since. A lady in South Carolina wrote 
me that she saw the article in a Georgia 
paper and had sent me a box of silver 
for which she wanted a check. 

I believe in a write-up of that kind, 
but not in those cut and dried paid 
notices where one appears in a big 
extra edition full of columns of stuff 
about other men at $1.50 to $2 a line, 
and which nobody reads. 

I believe that write-ups in high-class 
magazines when prepared interestingly 
and well illustrated, are excellent ad- 
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vertising. I find my catalogue adver- 
tising pays _me splendidly, and I always 
run a line at the end of each ad, ‘* Send 
for catalogue.” 

Weare using one ad that I worked on 
five years before 1 got it to suit me. 
That brings us a great deal of business. 
I do not believe in novelty advertising. 
By this, I mean I do not believe in 
calendars, knick knacks, and the thou- 
sand and one things of that sort, that 
are used by some people under the de- 
lusion that they make good advertising. 
It has cost lots of money to try novelty 
advertising. There is nothing in it. 

Well, I think I have written as much 
as the readers of PRINTERS’ INK would 
be interested to read from my pen, and 
I will close with telling what Horace 
Greeley said about advertising one 
night when he stayed with me when I 
lived at Mt. Vernon in 1866. During 
the evening we fell to talking about 
advertising and to show the dear old 
man’s utter impartiality and careless- 
ness for himself, this is what he act- 
ually said: ‘* Do you know I think the 
New York Sun would be one of the 
best mediums for you to advertise in,” 
and he did not say anything at all about 
the Zribune. 


ee 
THE ORDER SYSTEM. 
By A. E. Hoyt. 

‘The others all do it” is the un- 
answerable argument that floors the 
daring country publisher or country 
advertiser who ventures to attack that 
venerable nuisance, the ‘‘order sys- 
tem.’’ Only audacity akin to genius 
may hope, in metropolis or hamlet, in 
city or in country, to refuse to do 
what all the others do; and so, in 
many a thriving country town where 
agg A and turnips have long ceased 

ay subscriptions to the paper, 
te ing it out in trade” continues 
the rule and cash settlement the ex- 
ception as to advertising contracts. 
‘‘Order system,” indeed! Its dis- 
tinguishing characteristics are the sub- 
version of order, the impossibility of 
anything like system. It is a nui- 
sance to the publisher and to the ad- 
vertiser alike. 

First, as to the publisher. He 
knows that the best and the most con- 
tented help is the help that gets cash 
in hand every Saturday, but he can- 
not pay all cash, or, usually, even 
half cash, because of the ‘‘ order sys- 
tem.’’ His advertising revenues are 


on the order basis, and as he cannot 
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trade out all of the orders himself; he 
must look to his help to do part of it. 
His employees believe, rightly or 
wrongly, that an order does not buy 
as well or so much as cash ; hence, 
they look upon their acceptance of an 
order as an obligation incurred. Noth- 
ing is more subversive of discipline 
than the incurring of obligations like- 
ly to embarrass the ability to dismiss 
instantly employees who “‘sojer” or 
are otherwise found to be not up to 
the standard. 

Now look at the question from the 
standpoint of the advertiser. How- 
ever strenuously he may insist upon 
the order system, he invariably feels 
that what he can pay for in gimcracks 
of one sort or another is a doubtful in- 
vestment. How can it be otherwise? 
What other commodity besides adver- 
tising can he settle for otherwise than 
with money? What is not worth cash 
cannot be regarded by the purchaser 
as of equal value with what must be 
bought with cash. It is one of the 
manifest evils of the ‘‘trading out’’ 
system that it cannot fail to create a 
feeling on the purchaser’s part that he 
is conferring a favor in running an ad 
at all, and advertising, unlike marry- 
ing, should never go by favor. 

The remedy of this admitted evil— 
for it is admitted to be an evil by 
many of the more progressive country 
advertisers, no less than the publish- 
ers—lies with both advertiser and pub- 
lisher. In some notable instances ad- 
vertisers have voluntarily abandoned 
the order system with most satisfactory 
results to themselves as well as to the 

ublishers. The circulating medium 
as suddenly reappeared in place of 
the everlasting order; the publisher 
has cash to discount bills for paper 
and ink that cannot be settled with 
orders. The advertiser knows exactly 
where he stands, which experience 
proves that neither ever can know 
under the order plan. Receiving cash 
for his groceries and his dry goods, 
the merchant cheerfully pays cash for 
his ad—there are no long-running ac- 
counts to be ‘‘ jumped ”’ ; there are no 
disputed items of moss-grown an- 
tiquity to be jangled over; once a 
month, or once in three months, the 
advertising bill is presented and paid ; 
the amount is not so large that the 
merchant is frightened out of adver- 
tising. Cash payments make every- 
body happy, and short settlements 
verily make long friends. 
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Men and Women 
Read 
THE « SUN 
For 


The News 
It Presents. 
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[peading Merchants ¢ 
Advertise 
In tt for the 
Profits 
That Accrae. 
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ADVERTISING IN PRINTERS’ INK 


an) $5 


EXPENSIVE BUT EFFICACIOUS 


HOPCRAFT & COMPANY, 








Ranwat, N. J. 141 Broadway, i“ 
temetenctep mika Advertisers’ Bureau 
PATENT ENAMEL FOR OUT-DOOR USE, 

DIAMOND LETTERS, P 
BROCADE, IRON, GLASS AND TIN SIGNS, for Signs and 


EMBOSSED CARDBOARD, r 
ORIGINAL DESIGNS FOR ae _ Novelties 
CATALOGUE COVERS. 











NEw York, February 6th, 1895. 
PUBLISHERS PRINTERS’ INK, 
New York City. 
GENTLEMEN : 

We see on page 38 of your February 6th issue a notice 
of a wooden sign which the Brown Chemical Co. have been putting in the 
market. We beg to say that we are the manufacturers of this sign and are 
about delivering another lot of them to the Brown people. 

We anticipate doing some advertising ourselves in the near future and 
your paper is one of those that we have under consideration. We should be 
glad to receive your rates for a small ad, say from a two-inch space up to half 


a page. Yours very truly, 
HOPCRAFT & CO. 


P. S.—We would want price for the ad to run 3, 6, 9 and 12 months. 


SOOO OOOO ere" 
No. ro Spruce St., 4 
New York, February 8th, 1895. 
Messrs. HOPCRAFT & CO., 
141 Broadway, City. 

Gents—Your letter of 6th is at hand. A page advertisement in Printers’ Inx for 
one week costs $100, for four weeks $400, for three months $1,300, for six months, $2,60: 
for nine months $3,900, and $5,200 for one year. 

One-half page costs one-half as much. 

One-fourth page costs one-fourth as much. 

Small display advertisements cost fifty cents a line, pearl measure, each insertion ; fif- 
teen lines make an inch. Two inches display cost $15 a week, or $780 a year. 

Classified advertisements, with no display or fuil face type, are inserted at twenty-five 
cents a line, each issue—equivalent to $50 a page. 

If your facilities are sufficient to warrant the enterprise, we believe that a page adver- 
tisement, properly edited, and costing $5,200 a year, would produce remarkable reé- 
sults. Mr. William Johnston has in one year built up a Cash in Advance Ink trade with 
printers now amounting to $125 a day or $40,000 a year, and Printers’ Ink only reaches 
about three thousand printing offices. 

The Seth Thomas Clock Co. sold over 10,000 paper-weight clocks from a single insertion 


of a page advertisement in Printers’ Ink. 
We are your ob’t srv’ts, 


PRINTERS’ INK. 
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A PAPER-WEIGHT 
CLOCK 





[This cut is’a full-size re tation of the Paper-Weight Clock. Case nickel 
ey: plated. “Clock weighs lip, bony 


WITH 


SETH THOMAS MOVEMENTS, 


AND 


Your Own Advertisement on the Face: 


In the most luxurious houses of wealthy Americans they 
always keep at least one Seth Thomas clock, to be used 
in testing and regulating the ornate French clock in the 
parlor and the nondescripts to be found in servants’ or 
children’s quarters, constructed with special regard to 
Senge and less to thorough adjustment and workman- 
ship. . . ‘ : ° ‘ \ ° ») wtite 
If you wish a clock for presentation and advertising pur- 
poses, it is not enough that it shall be cheap. It should 
also be a good time-keeper. ° ° ° e ° é 
We will furnish a well-made paper-weight clock, with 
your advertisement on the dial, at 


$110.00 a hundred. 
$1,050.00 a thousand. 


We make other styles, too, and will get them up from 
your special designs. Address, 


Seth Thomas Clock Company, 
49 Maiden Lane, New York. 


For information about the relative quality of the Seth Thomas Clocks, talk 
with the jeweler of whom you usually buy. If you want one, two, three or half 
a dozen of these clocks without any advertisement on them, just to see what 
they are like, send $1.50 apiece and they will be forwarded. 
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Everybody’s 
Friend 


You can profitably advertise anything legitimate 
...that appeals to either men or women in the... 


WASHINGTON 


EVENING STAR. 





It Is The Woman’s Paper 
because it not only prints all the news but the 
attractions of all the Dry Goods and Millinery 
Stores, the Latest Fashions, Society Chat, etc. 


It Is The Man’s Paper 
because it also covers the Financial, Political and 
Business Field, and contains all the Notices of the 
Meetings of their Lodges, Associations, Organ- 
izations, Corporations, etc. 





It goes into 82% per cent of the occupied 
houses of the city. The remaining 17% per cent 
either buy it on the street or are too poor to takea 
daily paper. 


New York Representative: 
L. R. HAMERSLY, 


49 Potter Building. 
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200 
THOUSAND 
COPIES 


The Milk in the 
Cocoanut... 


The 145,000 Southwestern families who subscribe 
regularly to The Weekly Courier-Journal, of Louis- 
ville, Ky., are recommending it to their friends at such 
a rate that it calls for 55,000 extra copies on the last 
edition of each month. 200,000 copies, the bulk of it 
taken in nine States, and every copy welcomed in a 
household that believes in it and swears by it because 
it represents their section and their interests—and has 
represented them for 64 years, as no other paper can. 

The Southwest is a fortunate section this year. 
Good crops have made it a fine field for an advertis- 
ing campaign, and now is the best time in two years 
to begin. 145,000 copies every week. The last week 
of each month, 200,000 copies. 75 cents per agate 
line, with appropriate discounts on insertions or 
amounts. Copy should be in a week ahead. 


THE WEEKLY 
COURIER- JOURNAL 


A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 

















Pittsburgh 


Chronicle | 
Telegraph 
LEADS 


sh 


C. J. BILLSON, 


Tribune Building, New York City. 
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THE PROFESSIONAL BEAUTY. 


The Old Man, who is a solid man 
of business, with a great deal of solid 
sense, looked at the ad the young ad- 
writer submitted for a little while 
without saying anything. The young 
man, being an ad-writer, is naturally 
modest but it was very evident that he 
expected a handsome compliment. 
The ad was a beauty and no mistake. 
The words flowed along with a grace- 
ful rhythm that could not fail to please 
a poetical ear, and both illustrator and 
typesetter had ‘‘spread themselves.’ 
But the Old Man only said : 

‘Very pretty, very pretty, indeed, 
but I don’t want it.”’ 

‘*What’s the matter with it ?”’ 

‘*Tt’s too pretty.” 

‘You don’t mean that you think 
for one moment that an ad can be 
made too attractive ?” 

‘* My son,”’ said the Old Man, ‘“‘ you 
have made what I call a ‘ professional 
beauty’ advertisement. You want 
your wife, when you get money enough 
to support one, to be an attractive, 
handsome woman, but at the same 
time you would hardly like to marry a 
professional beauty. You will want 
your son to grow up into a fine, hand- 
some young fellow, but you don’t want 


him to pose as a king of the dudes. 
Advertising is not a beauty show. Ad- 
vertising is not altogether for the pur- 
pose of pleasing your critical friends 
and the ‘experts’; it’s the great pub- 
lic you are after and they don’t give a 
continental whether you have ever 
been to college or not, what they want 
is facts ; if they are reading your ad 
for amusement in all probability you 
don’t want their trade.” 
fit Bet = Pron 5 
LIVING PICTURES. 
These “‘ Living Pictures ’’ seem to be 
The greatest craze of modern times ; 
And people will, such shows to see, 
Put up their dollars and their dimes. 
But I have seen a pair of late 
Which daily may be found on view, 
And there is naught to speculate— 
The show is free to me and you. 


One “ Living Picture’ you will find 
Stands in his store with solemn face, 
His shelves with goods completely lined— 

But not a buyer in the place. 
He always has the same old tale 
To tell of “times extremely bad,” 
You leave him to his mournful wail— 
He lacks, you know, a rousing ad. 


The other “ Picture,’’ much alive, 
Walks, when he can, around his store, 
For busy bargain-seekers strive, 
And push and jostle by the score. 
He has no yarns about poor times ; 
He greets you with a merry smile; 
He rakes in dollars, quarters, dimes, 
And—advertises all the while! 
Joun BRENNAN, 
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SOME EVILS STILL REMAIN. 


Congressman Amos J. Cummings 
struck at the root of a great wrong in 
his resolution, introduced at the second 
session of the Fifty-second Congress, 
calling for an investigation into abuses 
in the Post-Office Department relative 
to admittance to, and exclusion from, 
the mails of various publications from 
motives of favoritism or pique. 

The following is a portion of the 
text of Mr. Cummings’ resolution : 

Whereas, it has been charged that clerks 
in the Department at Washington are in the 
habit of excluding newspapers from the priv- 
ilege of being carried in the mails as second- 
class matter, without previous notice to the 
publisher that such action is intended, and 
reinstating the unfortunate periodical with- 
out requiring any change in its business 
methods just as soon as sufficient influence 
is brought to bear to make such action seem 
desirable. And it has been discovered that 
there are persons residing at the national 
capital who will attempt the adjustment of 
difficulties of this sort for a money consid- 
eration and seek employment on the score of 
infiuence possessed with persons occupying 
responsible positions. 

And, whereas, it is asserted that without 
influence it has been made apparent that it 
is impossible for a publisher to obtain redress 
unless the Department clerk will relent, 
because it is the practice of the United States 
courts to decline to interfere with any ques- 
tion of fact with which a Department of 
the Government is concerned. The Post- 
master-General is prosecutor, jury, judge 
and executioner so far as a publisher’s rights 
are concerned, and his power passes down 
through the first, second, third, fourth and 
other assistants ad infinitum, consequently 
a victim of error or malice must beg or buy 
his way through a difficulty, or allow his 
newspaper to be swamped by having his rate 
of postage increased tenfold. 

And, whereas, it has been demonstrated 
that it is futile for a citizen to apply to the 
Department for such information as will 
enable him to conduct his business operations 
in conformity to the law, the practice in such 
cases being to decline conveying any infor- 
mation. 

And, whereas, it is further asserted that 
when a publisher, groping in the dark, is so 
unfortunate as to attract the attention of 
a Department clerk, and is punished, he is 
unable to learn where the law or regulation 
may be found that he is supposed to have 
violated, and after months of effort he may 
fail to learn anything more to the point than 
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a statement that his communication has been 
received and placed on file, and will be con- 
sidered. 

Mr. Wanamaker, when called before 
the committee, in accordance with the 
requirements of Mr. Cummings’ resolu- 
tion, presented a long and curious de- 
fense, in which he practically admitted 
the truth of all that Mr. Cummings’ 
resolution had charged. 

This singular document may be 
found in the ‘‘ Official Postal Guide,”’ 
second series, Vol. 15, No. 2, where 
it occupies a little more than nineteen 
and three-quarter pages. The pre- 
paration of this defense was among 
the last acts of Mr. Wanamaker’s ad- 
ministration of the Post-Office Depart- 
ment. His retirement from official 
life closed the investigation so far as 
he was concerned. 

Congressman Cummings, a journal- 
ist of ability and vast experience, 
resigned his seat in Congress after the 
political land-slide of November last ; 
but a new man, also a journalist of 
abilities, acknowledged and conspic- 
uous, the Hon. Lemuel E. Quigg, now 
editor-in-chief of the New York Press, 
has already devoted much intelligent 
thought to questions relating to postal 
usages, and made himself- familiar 
with the practices that prevail in the 
Department relative to the carriage of 
printed matter. There is reason to 
hope that the subject will receive con- 
sideration from the new Congress 
which is to come into existence so very 
soon. 


——__<@e—__—— 





THE FUTURE OF THE ART, 


























MR. E. KATZ. 





Mr. E. Katz, whose strong features 
are shown above, is well known among 
New York advertisers and newspaper 
men as the Eastern representative of 
the San Francisco Examiner and a 
number of other reliable Pacific Coast 
mediums. Mr. Katz, who is appar- 
ently about forty years of age, was 
born in St. Louis, Mo., whence in 
early life he went to California, where 
by energy and ability he, in tie course 
of time, became business manager of 
the excellent San Francisco journal he 
now represents. After serving several 
years in that capacity, during which 
time the Examiner grew to be the 
most prosperous and widely circulated 
paper in California, he came to New 
York, where he has acquired a reputa- 
tion among advertisers for his straight- 
forward methods of doing business. 
Mr. Katz occupies finely appointed 
offices in the Pulitzer Building, where 
advertisers desiring to employ a select 
list of Pacific Coast mediums may be 
certain of being treated with the court- 
esy the popular ‘‘ special” never fails 
to extend to those who come into con- 
tact with him—with business in view. 





IF you have an article the public 
ought to buy, your advertising is of 
just as much benefit to the public as 
it is to yourself. 

——+~e>__——_ 

IN local advertising tell where the 
advertised article may be found on 
sale. In general advertising give no 
place of sale at all and you will make 
all dealers wish to carry your easy- 
selling goods. 
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CONGREGATIONAL AND PRESBY- 
TERIAN JOURNALS. 


By Foseph Banister. 


The latest issue of the Chautauguan 
Magazine contains an interesting article 
on journalism in the Congregational 
and Presbyterian churches. The 
writer, Addison P. Foster, D.D., links 
the two denominations together be- 
cause in theology, polity and social 
church life they are practically the 
same. Viewed, however, from the 
standpoint of the advertiser there is 
considerable difference between the 
Presbyterian and Congregational jour- 
nals. The members of the former 
church, as any list of their names will 
indicate, are largely of Scotch and 
Scotch-Irish ancestry and they seem 
to have inherited all the thrift, brains 
and money-getting qualities of their 
Scotch ancestors. In every location 
where character and a high order of 
ability are required Presbyterians are 
numerous and prominent. A consid- 
erable proportion of the great lawyers 
and an overwhelming proportion of the 
great journalists of America are and 
have been members of that church. In 
the political affairs of the country they 
are equally prominent, a fact which be- 
comes particularly apparent when it is 
remembered that the President, Vice- 
president and all the members of the 
present Cabinet are Presbyterians. 

Such an element of the population 
is necessarily a great newspaper reading 
class and, hence, Presbyterian jour- 
nals are numerous, important and of 
high repute as advertising mediums. 

The Congregationalists are not so 
numerous as the Presbyterians, but are 
fully their equals in intellectual ability 
and general prosperity. Unlike the 
Presbyterians they are largely of En- 
glish and Welsh extraction, many of 
them being descended from the Pil- 
grims who came to America in the 
Mayflower. In the number and pros- 
perity of their denominational organs, 
however, the Presbyterians are con- 
siderably ahead. According to the 
American Newspaper Directory, the 
latter have 54 papers, with a total cir- 
culation of 239,000, whereas the Con- 
gregationalists are represented by only 
30 papers, with a total circulation of 
not more than 100,000 copies. One 
explanation of this is found in the lack 
of denominational feeling among the 
people of that church. This causes 
them to subscribe to an organ of their 
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own sect only when it is a better paper 
than any of the Presbyterian journals 
in the particular locality they reside 
in. As a consequence, the subscrip- 
tion lists of most Presbyterian papers 
include the names of a considerable 
number of Congregationalists. Then 
the fact that the latter body, unlike 
the Methodists and Presbyterians, are 
not split up into numerous minor sects 
each possessing one or more organs, is, 
in itself, a not unimportant factor in 
limiting the number of Congregational 
journals. 

Some of the papers mentioned in the 
Chautauquan article, as representative 
Presbyterian and Congregational jour- 
nals, are not those possessing the larger 
circulations. Not long ago, the Lon- 
don correspondent of PRINTERS’ INK 
pointed out that many of the most 
widely circulated religious journals of 
England were, from a_ journalistic 
point of view, possessed of the least 
merit. The same is true, in a lesser 
degree, of the religious journals of this 
country. Those edited with the 
greatest skill are not always managed 
with the greatest skill and, hence, they 
do not have the largest number of sub- 
scribers. Nevertheless, as the better 
edited papers must have a better, if 
not more numerous, class of readers, 
the journals mentioned in the Chautau- 
quan article, as among the most im- 
portant organs of the two denomina- 
tions, can be regarded as comprising a 
fairly good list of desirable advertising 
mediums. 

The Presbyterian journals may be 
divided into two classes, those pos- 
sessing a general circulation and those 
with a circulation largely local. Of 
the first named, the more prominent 
are the Observer, of New York, the 
Evangelist, of New York, and the 
Interior, of Chicago. Each of these 
three papers has a large national cir- 
culation. The Odserver is a well 
printed, handsome paper of 32 pages. 
Its subscription price is $3 a year, 
and the American Newspaper Direct- 
ory accords it a circulation of 20,000 
copies. With Rev. Charles A. Stod- 
dard in charge of its editorial depart- 
ment, it has naturally a very high class 
of readers. It is, therefore, an excel- 
lent advertising medium, almost every 
general advertiser of any prominence 
in the United States being represented 
in its columns. 

The Jnuéerior, of Chicago, is a thirty- 
six page journal, which, in appear- 
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ance, compares very favorably with 
any other religious paper published in 


the United States. Its subscription 
price is $2.50 annually, and under the 
editorial management of W. C. Gray, 
Ph.D., it has attained a circulation 
estimated at 17,500. Like the Oé- 
server, its advertising columns are 
filled with an excellent class of busi- 
ness, and its reputation as a medium 
is extremely high. 

The Zvangeltst, of New York, under 
the editorial direction of Henry M. 
Field, D.D., has become so generally 
known that any description of the paper 
is hardly necessary. It may be men- 
tioned, however, that the Zvangelist 
contains thirty-six pages, costs sub- 
scribers $3 a year, and has a circula- 
tion estimated by the American News- 
paper Directory as exceeding 7,500 
copies. Its advertising patrons are 
said to get excellent returns from the 
money invested in its columns. 

Of the Presbyterian papers, whose 
circulation is more of a local rather 
than of a general character, probably 
the Herald and Presbyter, of Cincin- 
nati, O., is entitled to the first rank. 
Its typographical appearance scarcely 
equals that of the other three papers, 
and its advertising columns are not 
crowded with such an excellent class 
of business, but it is, nevertheless, a 
good-looking thirty-two page paper, 
and with J. G. Montford, L.L.D., 
in editorial control, it has secured a 
circulation in Ohio, Kentucky and 
Indiana of 17,500 copies. The sub- 
scription price of the Herald and 
Presbyter is $2.50 annually, and its 
advertising rates are said to be suffi- 
ciently low to enable an advertiser to 
employ its columns with the prob- 
ability of obtaining fair returns on 
his investment. Next in importance 
to the Herald and Presbyter as a local 
medium is the Presbyterian Banner, 
of Pittsburgh. The portion of Penn- 
sylvania in which the Smoky City is 
situated, having originally been settled 
by Scotch-Irish, has, naturally, a 
considerable Presbyterian population, 
and for this reason a well edited pa- 
per like the Banner has a splendid 
field. 

Under the editorial charge of 
James Allison, D.D., it has acquired 
a large and excellent class of readers. 
An examination of -its advertising 
columns shows that it has also an ex- 
cellent class of local and general ad- 
vertising patrons, who no doubt se- 
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cure first-class results from the money 
they spend in its columns. 

wo other Presbyterian papers 
which have large local circulations are 
the Christian Observer, of Louisville, 
Ky., and the Presbyterian, of Philadel- 
phia. The first named is given a 
guaranteed circulation rating in the 
American Newspaper Directory of 
13,000 copies, and the latter an esti- 
mated rating of 12,000. Both papers 
are not only fairly well patronized by 
general advertisers, but their columns 
are employed, to a large extent, by 
local publicity seekers. 

For advertisers who desire to reach 
the Presbyterians of the Southern 
States, there are three excellent me- 
diums at their disposal. These are 
the Cumberland Presbyterian, of Nash- 
ville, Tenn., circulation 7,500; South- 
western Presbyterian, of New Orleans, 
La., 4,000 circulation, and the /id- 
Continent, of St. Louis, Mo., which 
has, likewise, 4,000. There is also 
the Central Presbyterian, of Richmond, 
Va., 3,600; Associate Reformed Pres- 
byterian, of Due West, S. C., 2,280, 
and the Southern Presbyterian, of Clin- 
ton, S. C., with 1,640 circulation. 

The number of desirable Congre- 
gational mediums is, of course, much 
more limited. Two of the organs of 
this sect are so greatly superior to the 
other denominational organs that they 
have the field almost entirely to them- 
selves. The combined circulations of 
these two papers nearly equal the 
total circulations of all the other Con- 
gregational publications. 

The two journals referred to are the 
Advance, of Chicag», and the Congre- 
gationalist, of Boston. The former is 
given a guaranteed circulation rating 
by the American Newspaper Directory 
of 22,770 copies, and the latter an es- 
timated circulation of 20,000. Each 
of the papers contains 36 pages ; both 
are well crowded with advertisements, 


and both have first-class reputations ¢ 


as advertising mediums. The Ad- 
vance is edited by Simeon Gilbert, 
D.D, and circulates in every State of 
the West; the Congregationalist is 
edited by A. E. Dunning, D.D., and 
circulates throughout New England, 
New York, Pennsylvania, etc. The 


only other Congregational journals 
which will compare in the matter of 
circulation with the two papers men- 
tioned are all issued monthly. They 
are Life and Light for Women, of 
Boston, circulation 14,183; /ission- 
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ary Herald, of Boston, circulation 
12,500; Mission Studies, of Chicago, 
circulation 9,000, and Nebraska Con- 
gregational News, of Lincoln, Neb., 
with a circulation of 2,008. 


RTE: SR eat 
IN KNOXVILLE. 
Knoxvitte, Tean., Feb. 1, 1895. 
Editor of Printers’ Inx: 

Advertising in this part of the country has 
assumed a new form within the last two or 
three months. One form which has attract- 
ed a good deal of attention is what the peo- 
ple are accustomed to call “wars.” For 
instance, a “sugar war”’ was inaugurated. 
The price of that article soon dropped below 
—. for a while ae ne Se 
purchase twenty-six pounds for a dollar, 
the number of pounds being emphasized 
rather than the price. That is to say, the 
price remained a dollar, but when a mer- 
chant quoted twenty-two pounds for a dollar 
some competitor would go one better until 
the twenty-six pound limit was reached. 
When a “live and let live’ drug store be- 
gan to quote cut prices, the other druggists 
met the cut, and thus began the “drug 
war.”” The 7Zribune judiciously places a 
number of Printers’ Inxs every week, and 
the result is very noticeable. This paper 
offers as a prize each week a sum of money 
for the best criticism on any ad appearing in 
their Sunday issue. The idea is to get the 
people interested in the advertising columns, 
and also that the merchants may be stimu- 
lated to write better ads, as their ad will ap- 
pear in the criticism, and will be additional 
publicity to them without cost. I notice 
some of the advertisers are evidently readers 
of that bright paper, the Ram’s Horn, and 
use some of their sayings to fit their ads, as 
“golden opportunities do not travel by a 
time table.” Gerorce Henry SMITH. 


-_ 
A GREAT GERMAN PAPER, 


Office of “* Linco_n Freie Presse.” 
Established 1 

Lincotn, Neb., Feb. 7, 1895. 
Editor of Printers’ Ink: 

There are two German papers in Omaha 
claiming the largest circulation in the State. 
To one of them we made the proposition to 
prove that the Fre#e Presse has a larger cir- 
culation than the paper in question. We 
proposed tosettle the question by an actual 
count of the names of all subscribers, omit- 
ting all those whose subscription had ex- 
pired and not been renewed. To this the 
paper referred to objected, and claimed that 
all names should be counted, regardless of 
the fact whether or no the subscription had 
jired and not nr d. We pted 
this somewhat unreasonable request, pro- 
vided that it would be shown that the parties 
had ever paid for the paper. It seems to us 
however, that in a fair count the names of 
all such as have not renewed their subscrip- 
tion after its expiration should not be counted, 
and would like to hear your opinion. We 
admit, of course, that the position of the 
other paper would be correct when applied to 
a publication of local circulation only, but do 
not believe that it would apply to papers of 

eneral circulation. We have now, to set 
the matter at rest, offered to prove twice as 
large a bona fide, paid-up circulation as any 
other German paper in the State. 

Very truly yours, 
T. H. Nacev, Mgr. 
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TRADE IN DAVENPORT, IOWA. 


Hand sleds are going swiftly; orders are 
coming in for sleigh bells with no uncertain 
sound; the banks require snow shovels; 
skates are running off smoothly; cold 
weather is making coal shovels go, and ther- 
motneters are down. 

Trade in corn poppers is hot; in axes it is 
sharp and well handled; many orders for 
wood-choppers’ wedges are entered; snow 
and ice scrapers are being pushed ; lantern 
orders are light. 

The outlook for tin-plate is light, but in 
ternes it is dull on account of the lateness of 
the season ; solder is steady, and it is safe to 
report it about half and half. 

Stovepipe is up, and many elbows are 
placed; business in soap stones and cake 
griddles is warming up. 

Potts irons have declined, and holders of 
large stock are sad in consequence. The 
market is demoralized, and cutting continues 
in butcher supplies, hay knives and wood 
saws; afew trap orders are being caught; 
cordage orders are being roped in freely and 
a number of binder twine contracts are on 
the string. A clean business is done in 
washing machines, but the wringer trade is 
dry. 

Extension ladders are high ; there is asnap 
on halters, halter leads and cow ties ; orders 
for sausage fillers do not appear to be 
stuffed; the break in window glass con- 
tinues ; linseed oil remains high, hence the 
recent advance in putty seems to stick. 

The root of all evil is gathered in satisfac- 
tory quantities. 

Sicke.s, Preston & Nuttinc Co. 


WHOLESALE HARDWARE. 
Davenport, Iowa, Feb. 5, 1895. 


Publishers of Printers’ Ink: 


On November 25, in the Hardware, of 
New York, No. 143 Chambers street, you 
find my regular trade report on page 37, a 
copy of which I cut out and herewith jadices 
to you. Ido this at the suggestion of an 
advertising concern, that says that you are 
looking for such articles. I am, yours truly, 

J. R. Nutrine, 
of Sickels, Preston & Nutting Co. 





A QUEER ATTACHMENT. 
PLAINFIELD, N. J., Feb. 11, 1895. 
Editor of Printers’ Ink: 
This ad is clipped from the daily Press : 


H. DeMOTT::: 
With livery attached, 


Undertaker and Embalmer, 
175 Somerset Street, Plainfield, N. J. 











Rather an odd way to be attached. 
ours, etc., 


C. J. Nogt. 
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IN THE STREET CARS. 
“Farm News.” 
Miller Purvis, Editor. 
A. D. Hosterman, Pres. 
SPRINGFIELD, O., Feb. 8, 1895. 
Editor of Printers’ Ink: 

A few weeks ago Printers’ Ink published 
something that I had to say concerning street 
car advertising in Chicago. A few days ago 
I was in that city and took a ten-mile ride on 
the street cars, and having no other way of 
passing the time I put it in studying the ad- 
vertisements displayed. There were twenty- 
two cards in the car I rode in, and I gave 
them special attention for the purpose of 
trying to remember as many of them as pos- 
sible. Of these twenty-two cards I remember 
the following: Quaker Flour had a good 
card with a typical Friend on it that makes 
it easy to remember. The Crest Shoe was 
fairly good, the name being in red, but no 

lace mentioned where it could be found. 

erhaps it is for sale everywhere. The 
mince meat that makes pies “like mother 
used to make”? is still there, and the blue- 
and-white sign of “‘ absolutely pure”’ Royal 
Baking Powder was in evidence. ‘00 
card was that of Enameline Stove Polish. 
This consisted of a well executed cut of the 
package and the bold display of the fact that 
it ‘*may be applied with a cloth.” The 
name is easy to remember, and the house- 
wife would be glad to get a stove polish that 
may be applied with a bit of waste cloth. I 
imagine that card does a lot of good. An- 
other good card was that of the Johann Hoff 
Malt Extract. It consists of a readily recog- 
nized portrait of Sandow with the name of 
the article above. In the middle of the card 
is the assertion that Sandow attributes the 
preservation of his strength to the extract, 
and at the bottom is “‘ Eugene Sandow”’ in 
large letters. These three catch-lines are in 
red, while the remainder of the card is in 
much smaller black letters. In distinction to 
these two good ones were two which seemed 
to me to be very bad. One was the ad of a 
cure for rheumatism, which was given a 
name that no mancould spell and no man 

ronounce. If I were going to buy a cure 

or rheumatism I should not take one with 

such aname. The other was for a brand of 
cereal food. When I first saw it I read it 
** Creosota,’’ and wondered what form of 
creosote it was, but when I noticed further 
that it was a good breakfast food I looked at 
the name again and discovered that it was 
Ceresota, a compound, I presume, of Ceres 
and Minnesota. I don’t believe the name is 
a good one, for I have heard it called Creosota 
since I made the mistake. 

After studying those cards critically and 


‘ perme No effort to fix them in my mind for 
t 


more than an hour, I could remember less 
than one-third of them the next day. As I 
am in the habit of paying pretty close atten- 
tion to ads wherever I see them, it seems to 
me that I could have remembered more than 
I did if they had been properly written. 

While I am on the subject of street car ad- 
vertising, I want to tell of the cars of Day- 
ton, Ohio, atown of probably 70,000 people, 
with electric cars all over the city and not an 
ad in them, so far as IL, have seen from the 
trips I have made about the town. 

t looks to me like a waste of good space 
to see the broad expanse of woodwork above 
the windows with nothing to relieve the 
monotony. I did not know that cars could 
look so empty when the familiar cards were 
left off. Those advertisers who first get po- 
sitions in the street cars of Dayton ought to 

















get results, because the novelty of them 
would be their most attractive feature. 

I hope no one will think that I am criticis- 
ing the street car ads just for the sake of 
writing something. I do not even know that 
I could improve those in use, but it seems to 
me that most of them could be so improved 
as to strike one hard enough that the stroke 
would be remembered a short time. 

MILLER Purvis. 


= Ft 
THE DEVIL IN NORWICH, 
Mirrorp, N. Y., Feb. 1, 1895. 
Editor of Printers’ Inx: 

A few weeks ago bills were posted about 
Norwich, N. Y., for the “* Humpty Dumpty ” 
show, and one of these was a picture of et 
was suppo to the devil. Recently 
bills have been posted at the same place an- 
nouncing evangelistic meetings. These two 
series of bills have no bearing upon each 
other except in one instance. The first 
mentioned bill had been covered up with the 
latter; except the lower four inches, and 
there, following the announcement of the 
speaker, the short gospel sermons, fine solos, 

choir, etc., were the words in large 
: “ The devil is with this show.” *,* 





A GOOD BUST DE- 
VELOPER. 
Denver, Colo., 
Jan. 19, 1895. 


Editor of 
Printers’ INK: 


I’m not much of an 
artist, but how is this 
for design to run in 
connection with an ad 


of a “Bust Devel- 
oper ?”” 
A. E. Pierce. 
ensnneaigiii ih 


Some printers’ ink 
Spread here 
there 
Will often make 
A millionaire. 


and 
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CREAMERY ADVERTISING. 


R. S. Martin & Sons, Publishers of 
“THe WEEKLY JOURNAL.” 
Heprick, Iowa, Feb. 9, 1895. 
Editor of Printers’ INK: 

Could you give any su gestions in regard 
to “ creame y emameny that is, advertis- 
ing among the farmers for their milk trade? 
This is a subject upon which we have never 
seen a suggestion, but it would be one of in- 
terest here. At the same time, it seems to 
be a rather difficult matter to successfully 
undertake. R. S. Martin & Sons. 

eae Sa SRS aS 
WHAT'S WRONG WITH THEM? 
Office of the ‘AMERICAN IsRAELITE.”’ 
CincinnaTI, Feb. 7, 1895. 
Editor of Printers’ Inx: 

It seems to us that you could give your 
newspaper friends some very interesting 
reading by investigating and writing up the 
so-called Tadella Pen Co., of 74 Fifth avenue, 


our city. We presume your attention has 
called to them before. 
LEo Wise & Co. 
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OUR POSTAL USAGES. 


Office of “‘ Printers’ Inx,”’ 
A Journal for Advertisers. Issued 

Weekly. Established 1888. 

Two Dollars a Year. 
New York, Feb. 12, 1895. J 

Madison Davis, Acting Third 

Assistant Postmaster-General, 

Washington, D. C.: 

Dear Sir—In the os paragraph of a 
letter with which we were favored, from the 
office of the Third Assistant Postmaster- 
General, dated September 26, 1893, and bear- 
ing your familiar initial in the upper left- 
hand corner, we are told: 

“Any doubt that a 
relative to his rights can 
to the Department.” 

We wrote to the Department on the eight- 
eenth day of January, and again on the 
thirty-first, asking questions of serious im- 
poner to us. To neither of these letters 

ave we received any reply. Inasmuch as our 
postmaster at New York is not found com- 

tent to give the information we require, we 
ope that we may be favored by you at an 
early date. We are, 
Your obedient servants, 
Printers’ Ink. 


ublisher may have 
settled by writing 


+> 


FORTY YEARS WITHOUT CHANGE. 
CincinnatI, O., Feb. 2, 1895. 
Editor of Printers’ Ink: 


The advertisement appended has appeared 
in the Ironton, O., Register for forty or 
more years, unchanged in style, except the 
line describing location of the advertiser: 








N I oO 


1 9Second-St. 1 


x 


2nd door above 
First National Bank. 


x 
© Ironton, Ohio. © 


N I x oO N 








I have read the Register for thirty-five 
ears, but I think the ad was in years be- 
ore. Is there another such ad in the United 

States ? J. H. Campsett, 
Exchange editor Cincinnati 7rdune. 
a 
A CURIOUS AD. 
NetuERwoop, N. J., Feb. 1, 1895. 
Editor of Printers’ Ink: 

I inclose you an ad clipped from the Plain- 
field Courter-News of Jan. 31. The com- 
bination of want and address is ludicrous, if 
nothing more. 

WANTS AND OFFERS. 


W 7 ANTED—Fresh cow. A. Bull, Box 30. 








C. J. Nort. 











ONE MORE CURIO. 
“Tue ENTERPRISE,” 
Horace E. Greeley, Editor. 
THornTOoN, Iowa, Feb. 4, 1895. 
Editor of Printers’ Inx: 


In reading the “Little Schoolmaster” I 
have noticed several liarly queer-worded 
advertisements, and I inclose one that I think 
takes the cake, to say nothing of the feather 
ya = ; — ~~ f feather his nest from a 

full line of undertaker’s goods,” and kee 
his health, is a query to our mind: r 





Feather your nest with Furniture from 


J. W. POWELL’S. 
FULL LINE OF UNDERTAKER’S GOODS. 


THORNTON, - - Iowa. 











H. E. Greevey. 
A DIFFICULT JOURNEY. 
Great NorTuern Rartway Linz. 
Tacoma, Wash., Jan. 30, 1895. } 
Editor of Printers’ Ink: : 


The following ad is clipped from the Seatt] 
Telegraph : , _ ote 





PRINTERS’ INK. 





DON’T KEEP WATCH OF TIME. 
Office of the PF tr nome WEEKLY,” 
175 Broadway. 
Ew York, Feb. 2, 1895. 
Editor of Printers’ Inx: 


Isend you herewith a copy of the Elgin 


Daily Courier of . 28, ini 
a TF — _ Jan. 28, containing the ad 





ONLY A FEW DAYS MORE 
AND 


New Year’s Will Be Here—and the 


PLACE TO BUY 


HOLIDAY .". SLIPPERS 


Is AT 


J. F. ETTNER’S, 6 Douglas Avenue. 


Largest assortment and lowest prices. 











In_ a town like Elgin, where so many 
watches are made, it seems strange that a 
merchant of Mr. Ettner’s pretensions should 
remain ignorant of or indiferent to the flight 
of time. Joun W. Jongs. 

a 


THE BLACKSMITH’S AD. 
Mepina, N. Y., Feb. 4, 1895. 
Editor of Printers’ Ink: 


Advertising in a way to make talk is worth 
considering, even by a blacksmith, as was 
illustrated here recently, when Alf 
Lawyer put a notice up on a tree out in the 
country, reading: 





ALFRED J. LAWYER, 
BLACKSMITH, 
MeEpina, N.Y. 

Horse Shoeing a Specialty, 





good work. 
Estimates 
end. 





——— 


CURTIS & GUPTILL 
614 Second St, Scattle, Wash. 





If going East is as difficult as the illustra- 
tion would make it appear, i should think 
any one would be glad to patronize Curtis 
& Guptill in preference to —— jour- 
ney. James B. Hamuin. 


A STUDIOUS OBSERVER. 


“ GLoucesTerR County DEMocRAT.” t 
Woopsury, N. J., Feb. 9, 1895. 
Editor of Printers’ Ink: 

I am a studious observer of the “ Little 
Schoolmaster,” and have been especially in- 
terested in the articles on advertising re- 
cently. ‘ 

I most heartily agree with Clifton John- 
son’s article in regard to the punctuation of 
job type lines. It certainly does mar the 
clean, clear ig pt of the line, to my 
mind. ° 





Wa ter Hawn, Foreman. 





No one paid any particular attention to it, 
but when the following sign was nailed up by 
the side of a country road it immediately 
attracted universal attention, and must have 
done the business good : 





When You Want Blacksmithing 
DONE IN MEDINA, N. Y., 
GO TO A, LAWYER. 





And the local bar association has as yet 
taken noaction. CHARLES Newton Hoop. 
+o 4 

BREVITY IN ADVERTISING. 
Cuicaco, IIl., Feb. 9, 1895. 
Editor of Printers’ INK: 

In your Feb. 6 number appears a short ar- 
‘ticle on “Brevity in Advertising.”’ For 
brevity I have not seen anything to equal a 
line of advertising now ting put out by a 
concern who sell only World’s Fair books 
and pictures. They use only one line an- 
nouncements like “The World’s Fair, 145 
La Salle street,’’ and “‘ Visit the World’s 
Fair, 145 La Salle street,” “‘World’s Fair 
Book Siore, ™45 La Salle street.” These 
advertisements strike me as attractive, com- 
prehensive and brief. Yours always, 

A. P. FENNERTY. 























A MODEST ADLET. 
“Tue HELeNna INDEPENDENT.” } 
Heena, Mont., Feb. 5, 1895. 
Editor of Printers’ Ink: 


The inclosed comes from a young lady in 
Indiana, with a — uest to print the same in 
our “ Situations anted,” which go three 
times free : 


ANTED—By 





man of health, w ap. meted and a — 
that inclined toward ch 
ome are told us here in the East of such beings 


ng in Mon 


a ou think she would do in any coun- 
e think so here, so printed the ad. 
#.. truly, . R. Conner. 








EASY TO DO, AND COSTS NOTHING. 


Mr. George S. Fox, of the New Bedford 
Standard, in a communication in Newsfa- 
a amen charges unfair treatment by the pub- 
iishers of the American Newspaper Directory, 
compiaining that the circulation of the Stand. 
ard was not rightly represented. The Di- 
rectory publishers claim that two applications 
for a statement of the Standara’s circula- 
tion were ignored. The Exterprise never 
has any difficulty in having its actual circu- 
lation correctly printed and guaranteed by 
the publishers of the Directory, and does not 
find it necessary to advertise in the Direct- 
ory in order to secure a correct rating. The 
Standard can have its circulation correctly 
reported in the American cr x Direct- 
ory if it will go about it in the t way and 
furnish the necessary informesion. — Daily 
Enterprise, Brockton, Mass., Jan. 26, 1895. 





Classified Advertisements. 


Adee oomentounter this head, twolines or more 
without di display, 25 cents.a line. Must be 
in one week in advance. 
WANTS. 
Go» HOUSEKEEPING. Ads. 
G OOD HOUSEKEEPING. Ads. 


A™ VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 


A™ VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 


A™% VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 

Aa) VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 

LL values Columbian stam) aroncoms t 2c.) want- 

ed. CRITTENDEN & BOR! .» Detroit. 

Send proofs 


Ww ANTED—Small haif-tone tot 
and and prices. DUPORT, North ElmSt., West- 


vane man, now foreman of job office, will 


assume control of country newspaper, oper- 


ating it upon lease or rental from owner. Will 
chase if Fatih facto: bod, 
Jackson, Mich. 


ry. “A. L. B.,” 292, Wildwood, 





PRINTERS’ INK. 





2i 


HE BUCKEYE CHALK PLATECO. 52 Frank- 
fort 8t., es WS. recoats less 
than 60 per cent o: cost. Write or cireular. 


= 3 2000 seer TT 


work per ; Must 1 be 
ae a VICK, ” Box 318,Savannah,Ga. 


WANtED_Pestion = live agen we 4 


best 
er. Address, for interview, 
y Ink. 
ELECTROTYPES. 


V ICK’S MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 


vray MAGAZINE, N. Y. 
floral electrot ype. 


V ICK’S MAGAZINE, N. Y. 
lec lectrotypes. 


from former emplo 
“W. H.,” care Prin 





Has all sorts of 


N.Y. Has all sorts of 
floral e' 
yick’s MAGAZINE, WN. Y. 
floral electrotypes. 


yAY our best half-tone portrait. 
i tings « L gd cor best at ae 


4orvd an surprisi: 
Write us your wants. C — Ex 
GRAVING CO., 185 Madison Madison St. Chicago 


OU 7 7 — Lang own ads, but one thing 
make your own cuts. 
Think of of us; y $i. 50 for best half tone cut 
c that and work thebest. CHICAGO PHOTO 
ENGRAVING CO., 185 Madison St., Chicago. 


Has all sorts of 


o_o 
PRESSWORK. 


iw you have a Jong run of run of presswork it will 
you to consult us. pressroom 

in the city. Best of work. ost reasonable 

prices. FERRIS BROS., 324-330 Pearl S8t., N. Y. 





ADDRESSES AND ADDRESSING. 


CENTS md our sub. list ; gammed paper, 
50 “000 names. DEMOCRAT, Albion, Ind. 
ETTERS bo be, ‘sold or exchanged. Big lot 
I" to rent, all’ kinds, either sex. ADVERTIS. 
LETTER BUREAU, 447 6th Ave., N. Y. 


poe 000 names and add: 





Medi 
ters a special LEF. GWELL & CO., 112 
Dearborn St. art 





MERCANTILE LAW. 


\AVANAGH & THOMAS, Commercial Law. 
ers, Omaha, Nebraska. © 


laws complete and te! aph code 
aPptigntion gratis. 1 
Sloan, New York ity. 


TO LET. 
ys Boston. Space. ve 





VV ICK’S MAGAZINE. ‘Space. 


V ICK’S MAGAZINE. Space. 


V ICK’S MAGAZINE. Space 


VICK’S MAGAZINE. Space. 


G OOD HOUSEKEEPING. Space. 
3 H. P. HUBBARD, Mer., tD, Mgr., 38 Times Bldg., N, 


Gare HOUSEKEEPING. | ae. 
UBBARD, Mgr., 38 Times Bidg.,N. Y. 











PAPER. 
PLUMMER & CO. f+ the paper o 
« this a e invite correspon: 
ence with ie houses regarding paper of all 
kinds. 45 Beekman St., New York. 
BOOKS. 


o% ‘bought and sol and sold. Send stam 
list. ress A. J. CRAWFORD, 312 

7th St., St. = = Mo. 

Sg SIGNALS, a manu gy of pengtiens hs ~ 


adve Price, by mail 
cents. Address PRINTERS’ INK, 10 Spruce oad 


New York. 
Bo Prasiness. 5 million, to advertise your 
1,000 up. Write for — 
on your work. "Lowest prioes | in the U. 8 
SPRING ELD PUB. CO., Springfield, Mass 


for 
orth 





' BILLPOSTING AND DISTRIBUTING. 
yu 200,000 beats billposting, coz it’s per- 
manent. 


Vick’s 200,000 beats billposting, coz it’s per- 

manent. 

yrs 200,000 beats billposting, coz it’s per- 
manent. 

b fe >5~ ~ ee beats billposting, coz it’s per- 


R, "ses HR. JoMNSTOX_ dys advertising Soeecten. 


, St. Louis, 


PRINT, dstibatoy of advertising matter. 
P. 730 9th St., N. E., E., Washington n DC 


Soe" & STUMPF distribute circulars in In- 
diana and Westmoreland Cos. Indiana, Pa. 
T= DENVER ADVERTISING CO., advertis- 

ing distributors, 1730 Arapahoe St., Denver. 


_- 





ILLUSTRATORS AND ILLUSTRATIONS, 


Sz TYPE talks in GOOD HOUSEKFEPING. 
ads show excellent. 


s° DTYPE ry in G00D HOUSEKEEPING. 
show excellent. 


Taree at SEUERAAIGS 


H SENIOR a! 00. Wood Rasseeee, 10 Spruce 
e St. New York. Service good and prompt. 


ANDSOME illustrations and initials for mag- 
weeklies and x” 
Bay - 


ae s Pos 
T for ® 
wiih dev ea: 


ONE — Two stoves. — outline 
rae nee WN 


vos, ete., 
A UPIRL Se the Portland, Oregon. daily 


NOES Ma Shs 


Tre and aavrs. 
-, Columbus,O. 


Nis ences 


moot alvertiotng 


Bees 3 


ia ee. 


et ae 


ane ms 
is ie 
a pe Oe ~~ me — 
ee FR ney 
se eS. SE...% 


wert rire 
ey —- ev etty 


Co om eotty 


PRINTERS’ INK. 


sign, 14x 
Aaa N.Y. 


S*2? tinpow Abv. 
FORMER TOTes Pats: 


IVE wu booklets. Try a } a 
G They will last mf 
sonia, Conn. 


and book- 
is, 140 eT ed 


hundred inkstands. 
H. D. PHELPS, An- 


oat ADS. “ “<Taughing C Camera,” a 2 bier 
ve oe an 
JOHN IN JACKSON, Sta Sta- 


ean 
jon Ke Now Yor 

R the rpose o! “of inviting announcements 
= of pape Novelties, likely to benefit 
reader as well as adve) lines will be in- 

serted under this head « once tor one dollar. 
€¢@\HIEF,” the long tailed -tailed pony exhibited in 

C di tones. Record. 50; 000 visitors 


5 days. ts show up goods and 
Histribate any Kot ph f advertising — 





. Space 
in souvenir book, 10,000 each week teed. 
For terms, address J. W. SKELLY IN, Bris- 

, Conn. 
—_——— 
PRINTERS. 
yaX B BIBBER'S 
ters’ Roliers. 
oo low 


A aaa ae: Good prin! 
prices. ER, Printer, Madison 


Founeyenseest 18 ass 140 sad nd Wook 


)RINTERS—We make typ ype, cases, one and 

chase—everything cnet a printer needs—and 

our prices are the best. See us first. WALKER 
&B NAN, Qui to 205 William St., N. Y. 


WANT to do work for peo who 
that ny yp ye prin ing — “the fina 


d that 
ae Wittiait % JOHNSTON, Manager 
York. 





ie 
d that tow printers can bey as well 
Printers’ 
10 Spruce St., New 


Ink 
—— - +e = 
ADVERTISING AGENCIES. 
A LL take ads for VICK’S. 


A LL take ads for VICK’S. 
+ 
A LL take ads for VICK’S. 
é 
A LL take ads for VICK'S 
A GENCLES know GOUD HOUSEKEEPING, 
+ 
A, GENCIES know GOOD HOUSEKEEPING 
Py TANL RY DAY, New Market, N. J. Apventim 
’ mailed free 


za's GuIpe, tx ayear Sample 
Cie wih to advertioe an ing, 


ny 
eR OA 


\ ’R don't wil adv « below cost, but we 







can beat the crowd on ae 
it wt write oa ore ‘ vertle 
ing WS On AON 0 aig te 
ROUNDFLOON ene ee 
, oe ro 
ie the eort thet new . 
f © bring them « gud 


deal « ’ 
He Ge the rare Wet te otane at 


or 
ies that tea 


grees | one ee ' ve, say 
wie, ech Tes 








we have 
ter “4 q 
oa 


Lee 


wiv Pit aVeRertae 
(peer soveenedries Bere thewt 


tow ttoet 




















PRINTERS’ INK, 


yrrs MAGAZINE Al + 1—0= 200,000. 
yrs MAGAZINE Al + 1—0= 200,000. 
yr«s MAGAZINE Al + 1 —0 — 200,000, 
VICK’S MAGAZINE Al + 1— 0 ~ 200,000. 

’| ‘HERE is another daily in Portland, Orego 

I THE SUN. ri Ne tT 


i ty te 
0 e four pers 0 e 

Const. Berge Paty 

ADVERTISEMENT CONSTRUCTORS, 


D IXEY. 





BE®. Ads. 

ADS SMITH. Baltimore. Washington. 

GMITH has ideas. Baltimore. Washi 
McC. SMITH. Baltimore. Washingt 





. 
I 
. 





23 
ILLIONAIRE ADVERTISERS have a of 
M -- ‘about their own bust- 
ness. I don’t teach them; but I can 
the best of can carry out their ideas 
yy AH own if wanted. a. 
care how big or our advertising 
ou. Youll Ty a 


if 
Le 


right size, 
Gijon: Suppose 
1” at bean of ty iembotied nour ‘Four. cata T catalogues 


i 


'RESS, 140 West 33d ot St.. New York. 


° “HE Chicago New: wspaper Union wisely says 
| “The best way to todo all newspaper A 4 
tising is to ‘try it’ a time. One advertise- 





F McC. SMITH. Balti e. Washingt 
. 


Washingt. 





|°, McC. SMITH. Baltimore. 
. 
JOBN CUSLER, Newton, Mass., writer of ad- 


GEND o old wa for a new one on approval. R. L. 
OO CURRAN, Box 899, Chicago. 


Focus, fal cords raise, 10 ao We sed SY 


USINESS literature—interested ! I assume all 
T of wri and printing. CLIFTON 
Somerville (Boston), Mass. 
sean sell goods—the kind I write. , —4 
years’ experience. No suit, no fy 
solicited. A. H. MERRILL, ldo, 0 


T= Retail Ads, ~ fe for $5. Wrought with 


care and bri ied. “ Different brain 
different idea.” SOnN JACKSON, Station K, 
New York. 


G ooD spe , good od goods. I write gy ads 
3 for re for larger ones. You 
icici) ide "the rest. BROWN, Box 


AY om abont announcing 
‘bet and and patiolpnsing say ~abanith or 


oath, Ge Cc 


( my pr a two circular 
$10, and inh two iMustra 

tions have two on shoes, one on 
| we mamples 


laces and em . 
W.tymnts ster at ae 








Ee ee ore ae —s = rae om 

Cr * 2h "= . * 

to ty A ba Rts oe 

hex nr eo 

apd «rite zi . ~*~ al 

rcehe etek 

nck Ce, fee 

Hae rey meee es 
eret 









ment, one time ao newspaper would 
py an anybody. the. same ae hn with ad writers, 
Wigncy fan's oe a t — itten that brings 
turns. The best way he to try a seri 
about ten. | J —_ m retail ads for $1 
joesn’t cost much, you 
to try the ~— oo Yoa t for 
then a un’ pF ay see and Som. I mare 
ee ads fora grocer in 
Mo. - * he tells ime his saiss on coffee have more 
than doubled. b is 
about that. It si shows the wisdom of 
pounding omy week ty == on -€X, ime 
oy plein honest Ia 
umor, and plain. mone an 
try me $10 wo: ae oats 


Brooklyn, N. Y. 


O} mest Pater aa siae for Fob. 18th te & 
ge notice of Mr. Wm.Johnston’s 
ink book, Mr. Johnston is a gentleman of keen 


our-color cover 


and suggested the typogra- 
ees My artist made the 








day that wt wae der cagne in 0 
= Se sara a, Vander” ae 


STRERT CAR “DY ERTISING 
qs SIDNEY SMITH, Rpotane, Wach'n 


bP LSod Wisin Rue 
1 Lie ol las Pa 


reels 
\ HR MAOARIND cnpgetiee customers 


\' BMA AFERE cnpties -eetemmers 
| RO MA ARIEE cupptiew -ostommere 


. 
thee 


as th 
Vy tetere 
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Zs for . BRUCE & COOK, 19 Water 
8t., New Yo 
ye PAPER is aad = ith ink man 

eres ty Se wv. Dz. WILSON PRINTING fink 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


C inserted $70 letters re regrogeeed ends and addresses 
tell it f Had ong typewrit “GC. ee 
WYE, Temple, Gicse 


PER 1,000 fora gold embossed busi- 
00 rex | i gi cheap. m.. have them 


for only 12 kin Kinds of busi owever. State 
yours ursand send forsample. |¢ > Ra 
CADY CO., Holyoke, Mass. 
VW TE bs 9 envelopes like Joh ponueicn sells enters 
a La gl 000" good ood XX 6 C. White 


relopes ra. ith your pF jot Yelivered, 
‘or $10, to, check with order. 10,000 circular 
envelc} a guaran 


SHRYOCKE, Sie naan Zanesville, 


PRINTING INKS—Best in the eal Carmines, 
12§ cents an ounce ; best Job and Cut Black 





ever known, $1.00 a pound ; best News Ink seen 

since the world n, 4 cents a pound. Illus- 

trated re ce list free on application. Address 

WILLIAM JOHNSTON, Manager Printers’ Ink 
Press, 10 Spruce S8t., New York. 
FOR OR SALE. 

HE Portland, Oregon, SU? Suw has already over 

— daily ei 


$1 % OYS 4 lines — proven. 
WOMAN’s WORK, ORK, Athens, 


66 JN her Post-INTELLIGENCER Seattle has one 


of the four great rs of the Pacific 
Coast.” ~Harner’s fekly. 


R SALE—Chandler & Price 
don, used a few menphe $1 

$50. EDW. L. GERNAND, 
vert St., Baltimore 


Oo” mevenaner with new type and fine equip- 
ment to be forced on market at appraise- 
ment. Near large CC Act quick. Ad 
“X,” care of Printers’ 
JROSPEROUS nowepaper for Ao If you have 
I Bt over in cash an ant a paying 
need _ to look ~ tos Countr 
weekly an ond. ob office in New York State. A 
CASH,” Printers’ Ink. 
FoR SALE— _ Eaabliched ws mouthiy, at paid 
subscribe: nee oF daily a and 
pers.” Address ting 
Tecality and i kind of per wanted. "MASSACHU 
_ 


medium Gor- 
‘on_25- 
N. Cal- 


‘AP CHANGE, Back Bay, 


F%. bg ‘and wellestablished news- 
and weekly, "Ss . live and grow- 
Pm ot ot 60 popalation. Only paper in the 
oy S material new. The 
best opening in the West. pene. a _ business, 
and Sasinens increasing al e. For fur- 
ther information, 7 i Goce “D,” Cape 
Girardeau, Mo. 
‘JO secure cash at once I offer as below five en- 
tire U. 8. Patent hts—a bargain to any 
one who can handle ae pe gee mar- 
gin from 100 per en t. 
Medicine D No. Sa 996, Ort. 30, 88, for $5,000. 
Blind Stop, No. 404,998, June 1i, io for $3,500. 
Letter ee No. . July 7, 1,500. 
Head Rest, No. 497,697, May 16, 98 for 2,500. 
Ice Hooks, No. 524,230, Aug. 7, 94, for $3,500. 
Entire lot, $12,000. If interested, write to M. B. 
WESSON, Fort Worth, Sy 
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NEWSPAPER INSURANCE. 


HE YANK, Boston, Mass., wards off business 
death. 60, 000 monthly. 


A DVERTISING MEDIA. 
SN YANK, Boston, Mass., 60,000 monthly. 








Yeo ofvertiing rates in ates in the Portland, Oregon, 

daily Sus are reasonable 

UEEN OF FASHION, iw York City. Issued 
mont , 


thly. A million copies a year. 


PRINTERS’ INK. 





r as 7 ne, Nas AND arr. 00 Malden 
ane,N. Y. A peculiarly good medium for 
careful advertise 


A= open 08 nen m PRINTERS’ INK 
amount “J $10 is entitled to receive 
the paper for one year. 


«é Bi hes Fou In SS Sento le has on 
Oo} e four faa papers 0! e Pacific 
Coaat.”—Harper’s 
Te money in it ee you. We refer to the 
ermania List, Milwaukee, the cream of Ger- 
man advertising mediums. Circulation un- 
rivaled. 
Te HEARTHSTONE, 285 Broadway, N. Y. 
id-in-advance circulation of any 
dune ae mon’ in the United States. Send for 
rates and sample copy. 


ARE you advertising in Oh in Ohiot we take it for 
nted that you are, and invite your atten- 
tion — leading mornin; orn and weekly 
per ina ating city. i Dayton MORNING 
ES, Cc! Sepookng es daily; the E iG 
News, 9,500 co . and the WEEKLY 
jo an terneney § 4 are yt Fopresentalt ive f: 
Dayton, ‘and © with their combina 
om Of 14,000 copies daily, Shorounnly 
reach the homes of secti Dayton 
proce city of 80,000, and the: News and Tres 
— ap rnals and have always 
enjoy: 


ae 





4 


iow 
to a marked F the confidence and 
pe ht of er 1 poo: le TE nm. For prices, 
Park Row, New 





ARRANGED BY STATES. 


Advertisements under this hed this head, two lines or more 
without di splay, 25 cents a line. With display or 
black-faced type the —- — a line. hist 

be handed in one weei 


ALABAMA. 


ALABAMA papers are shy about exploiting 


their meri 
ALASKA. 


rN O Alaska paper is big enough to advertise in 
1 PRINTERS’ INK. 


ARIZONA. 


Fis == JNA papers are too modest to advertise 
ere. 


ARKANSAS. 


WANT SOME OF THIS? 


ok the next ninety days the publishers of the 
bo y a Ae ge a Sa the 

circulation o' paper w no ess ti 
een Thousand ‘cach issue. Advertisers who 
people of Arkansas should 
No yan ce in eg 


consists 0! pages, and is 
the best Yamily hewspa A btished ‘in the 
Southwest, and wil] ears —_— than 


any paper ar oy or circulated in 
For rates apply to 


GAZETTE PUBLISHING ©0., 
Little Rock, Ark. 


CALIFORNIA. 


OS ANGELES TIMES—Southern California’s 
L great daily. Foremost advertising medium. 

| HE eee & California fruit-growing district of 
ich San Jose is the — _ Sora ty 


























want ¢ to reach hs 














marin 
pa ey ly or weonty” ad 
COLORADO. 
NOLORADO t advertise 
C in PRINTERS’ INK, and have 1 no ue lee 






































PRINTERS’ INK. 25 
CONNECTICUT. MAINE. 

1] T= weoaineuite ar. r —- am, 
weexty TIMES: Hartford, com. cocina ogres eer rerasaatn, 
sh pains? THE ee ~¥ BANGOR COMMERCIAL. 
wi cata — -. by the J. P. Bass & Co., Publishers, Bangor, Me. 

pyrene —.> nora =o 


L. Moses, New York 
Vanderbilt Bldg. THE UN 
cO., Bridgeport, Conn. 

THE TWO HERALDS. ’ 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 


Every nook and corner in orner in the Jrotene yaad 4 
covered by them. By special t: 


GNiow Pt PUBLISHING 





Danbu ato Se. New Haven, Meriden 
bury d circulation, 80,000. 150,000 Readers. 


THE HARTFORD TIMES. 








Wuix1E O. Burr, Publisher. 
RuFvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 





Daily average, nearly 5,000 copies. 





Weekly average, over 16,000 copies. 


Perry LUKENS, Jr., New York Representative, 
73 Tribune Building. 


MARYLAND. 


% Tos mueh stock in advertising: but 
hon it must be done wants more space. 











MASSACHUSETTS. 


40 WOKDS, 6 days, 50 cents. ENTERPRISE, 
Brockton, Mass. Circulation, 7. 








W ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 





MICHIGAN. 
[DETPOT SUNS, 118,000 weekly. 




























































































Weekly—7,000 circulation. GAgixaw COURIER-HERALD. Daily, 6,000; 
aie day, 7,000 ; weekly, 14,000... 
PERRY LUKENS, Jx., New York Representative, SAGINAW ¢ COURIER-HERALD is delivered di- 
73 Tribune Building. rectly into the homes by its own carriers. 
A COU RIER- se cire’n 
No. Mich. Full Assoc’d Press hes, 
DELAWARE. | ye and ton, ik. are profitable SUNDAY, 
——— ir are pro le 
| paaspimneanter aed, {BAND RAPIDS DEMOCRAT, the leading pa: 
¥ per in Michigan, outside harore 13,000 dai 
DISTRICT OF COLUMBIA. S4G!NAW evening and weekly NEWS. Largest 
7 ANTS b r space and display than can When Looking for Keturns 
W “te had hire. — Don’ 
THE LOCAL & ILICAN, 
Ask for Sample Copy. LESLIE, MICH. 
IDAHO. D® TROT USTRATED SUN, weekly 91 897 
. DAY SUN, 25,236. Adv. office, BIT 
I pte w— - in PRINTERS’ INK ple Court, New press- 
ich, unless one has something really room always open to nD ue fe -4 
worth saying. or their representatives. 
R® ESULTS— Advertise where you will pay- 
rns. Advertisers are well pleased 
ILLINOIS. — "the tLLUS pf and Big f...! 
— > GIBSO troi ic h 
A COURIER, Gibson City Th Thea . Court, New York City. Write for © ball 
rNFLUENCED by its metropolitan city; lilinoia '478__ Circulation, 123,073 weekly. 
I is opposed toad vertising in ewspapers ; but QAGINAW COURIER HERALD is the Teadin 
poste & new! Trin 0 ern Mic! 
si ——- ~ mrexcept a Sun os Weekly. 
mt eekly 
POOR ext 180 Ba naw (pop 64,000 is the third 
INDIANA. ps in Mich For t further information ad- 
HE go Indianapolia. ‘The “Teading cress CUSTE, 38 Park Row, New York. 
nter- Cire —_ 
$,500. CHAS. H. STEWART, —“y Write for MINNESOTA. 
IOWA ‘THE DULUTH NEWS-TRIBUNE — The only 
° morning daily paper. } Established in 1879. 
RI = MEDICAL JOURNAL a3 a is Published at the head of the Great Lakes, 
the only pr n low: luth, Minn ~ ey e aves analy, iy, cireuistion 
now exceeds copies. junday an 
ESULTS are what an advertiser wants. THE weekly editions New rates ~ ‘subscription 
TELEGRAPH, Dubuque, lowa, has proven sat- Daily and Sunday, per y amnee, $5; daily and 
isfactory to many of the largest and adver- Sun y, per month, , per annum, $4; 
tisers in the country. Give ita trial and see nth, 40c. ; per month, $1. 
what it does. PERRY LURT 'NS.Jr.. Eastern nore he gent. 
73 Tribune Building, New York. A 
LOUI SIANA. Editor and Manager. 





0.N PRESBYTERIAN, New Orleans, wkly oe. 
over Ala., Ark., fla., La., Miss., Tenn., Tex 





ROWLEY SIGNAL covers field of its own. 
Sworn average cire’n for 1894, 1,687 copies. 





MISSISSIPPI. 


L™ the violet seeks seclusion. 








_ a 





_MISSOURI. 


HE FACRED, Kancee 





ks, 


ugh 
ony. -one States and old Mexico. Will 8a; y that, 
publications dering the part seventeen yee 
:cations du e seventeen years, 
there is is none that gives the value the PACKER 





MONTANA. 


° T= LIVINGSTON ENTERPRISE ; eight Paget 
all home print. Circulation exceeds 1 


NACONDA STANDARD. Circulation _ 
times n that of any other.daily 
or Sunday paper in ee 10,000 copies daily. 


NEVADA. 
Pea Ee ee 
NEW HAMPSHIRE. 


Established 1877. 


The GRANITE MONTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, Special Agent, 
TEMPLE CouRT, NEW Yor«. 


NEW JERSEY. 


ig oe (N. J.) Bvant NG =e hs ~ all 
Sout rsey pa in circuiat 
ads theoret 1b rn As conte aninch a at ion. 


THE EVENING JOURNAL, 
JERSEY CiTY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 15,500. 
Advertisers find (T PAYS! 


NEW MEXICO. 
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THE HOUSEWIFE, 


New Office, 114 Nassau St., N.Y. 
Circulation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 
Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 
The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies, 
WiuiaM L, Miter, Advertising Manager, 
110 Fifth Ave., New York. 
Albany’s Most Popular Daily. 
Circulation 17,400. 
Albany’s Great One-Cent 
Newspaper. 

This is to certif; by ee Cireulation of 
THE DAILY P AND KNICKER. 
BOCKER ti«  B. Increasing and that 
the number of copies printed this day was 
17,400. w. D. E vk MAN. 
State of New York, City and County of Albany. 

om to before me i 16th ¥ -4-4 of ed 

r, 

Notary Public, iam, N.Y. 
THE PRESS CO., Publishers, 
Press Bidg., Albany, N. Y. 











Ten Cents ver week for the Daily and 
Sunday Press. 


NORTH CAROLINA. 





























Too dry to advertise much. l ) REFERS local patronage, which pays better. 
NEW YORK. NORTH DAKOTA. 
ICK’S 200, e T° cold to advertise in the winter. 
East of frocks, 184,519. Fact. ae 
[ "OES OHIO 
East of Rockies, 184,519. Fact. ° 
ICK’S ’ be? tpg thi ly Sund: in Za 
y = of ockles, 184,519. Fact. l Try it. $c Ayii%7 enki 
ICK aRGET cire’n of any Prohibition rin 
V "Gist of Rockies, 184,519, Fact. nation: BEACON AND NEw ERA, Springfield, O. 





UEEN OF FASHION, New York City. 
Issued monthly. A million Soules: ayear. 
"BE RATIONAL Lyndh ay organ of the 
meat & provision industries, 284 Pearl St.,N.Y. 








1 AYTON MORNING TIMES and EVENING 
NEWS. Combined circulation 14,000 daily. 


OUNGSTOWN VINDICATOR, 7,800 daily, 5,200 
weekly. Leading newspaper in in Eastern Ohio. 








‘RE FLUSHING JOURNAL is the 
newspaper of Queens County, New Yor! 

F M. LUPTON’S a periodicals, THE PEo- 
* PLE’s Home JOURNAL and THE [ILLUSTRATED 

Home Guzst. Sworn cireulation, 500,000  ouptes 

each . Advertising rates, $2.00 per agate 

line, less time and iscounts. For omee 
jes and further yy address F. 

LUPTON, publisher, 106 & 108 Reade St., N. Y. 


Tong) 











A Monthly Magazine of or: 
inal cop hted tales. is 
Advertisers, send for special 


rates. 
Downing Building, New York. 


rINPE-AY (O.) REPUBLICAN, despite untruth- 
ful statements by o' others, circulates 2, 
more ey and 500 more weekly than any local 








HE Tri-STaTE GROCER visits ers and 

ponaee merchants of Ohio. ai and Mich. 

week: 4 iat are not in it, it will pay ra to 
write to TRISTATE GROCER CO., Toledo, O 


OKLAHOMA. 








6 hie GUTHRIE DAILY LEADER, the mp J 


vertising w guar- 
antee that it has double the Ae circulation of 
any bats published in Oklah F. B. 


oma. 
Lucas, Ad 
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OREGON. CANADA. 
Te ae LR TER. WU recy —nn atvering 
PENNSYLVANIA. SO. & CEN. AMERICA. 





SCRANTON (Pa.) a, Lo we largest 
circulation of any Scranto: 


DUCATIONAL INDEPENDENT. 1 as w’kly. 
EDINBORO PUB. CO., Edinboro, Pa. 


at — LOCAL DAILY in —— Ivania is 
I 








the marde f the Keystone State. “WAL. 
of the Ke eens 
LACE PROUL, Chester, 
[See ee on a WEEKLY, 
Doylestown, 


For guaran nteed circulation see 
Rowell’s pirectery. Always 


ers. 
Always ae mediums for 
advertisers’ purposes. 


RHODE ISLAND. 


OME GUARD, Providence, R. I. ; circulation 
50,000 ; paid up subscription list. 
SOUTH CAROLINA. 
Ts HE - edition of THE STATE, Columbia, 8. 
e most popular paper in a hund 


ist 
South S Garolina towns. The semi weekly edition 
reaches over 1,000 post-offices in South Carolina. 


SOUTH DAKOTA. 


N OTHING to advertise. 
4 


TEXAS. 


rue POST : Houston, t=xas, 


ER ean a, "THAN ANY 
Dairy in in TEXAS. and 
ell’s 1894 Directory under a a forfeit 0 of t g100. 8. C. 
BECKWITH, Sole Aauat Foreign Advertising, 
New York and Chicago 


UTAH. 


W ANTS more space or none at all. 


























y Row: 











WASHINGTON. 


S EATTLE POST-INTELLIGENCER. 








66 [* her Post-INTELLIGENCER Seattle has one 
of the four gt ian papers of the Pacific 
coe 7? ee i 


SPOKANE | SPOKESMAN- “REVIEW 


dation 8 

,— # Pfrelustve. 0 control A 
field. No competitor on miles. Popula- 
tion Somane, 1881, 500 ; . The past and 
present history of Fed men "has been marvelous ; 
its future Neh be the iy qn of Western eivili- 

gation. is ognized exponent 
of all the best a of Spokane and’ the vast 
country tributary to 


WEST VIRGINIA. 


NEW, territory. progressive and flouri 
n, widewakenews — owner 
N, 





an ye. 





urishing 

Address the 

8001 THER WEST Williamson, 
Virginia. 


WISCONSIN. 


Borer 129 NEWS BUDGET, < —— he weekly. 
Over 12,000 circulation guarante 


WYOMING, 


THE ladies will not allow its newspapers to use 
PRINTERS’ INK. 














P PANAMA STAR & HERALD. 
ANDREAS & CO., 52 Broad St., Agents. 
Send for ‘sample copy. 


CLASS PUBLICATIONS. 


Advertisements inserted un under: this heading, 
the appropriate class, cost 25 cents a line, for each 
insertion. One line, without display or black- 
Saced type, inserted one pid my! 52 weeks, for $13, 6 
by Sor $6.50,3 months y 4 es eo 4 = 

4 Pispiay or Slack faces ged at 50 
cents a line each A Na 


nd. the Reading he or Th pak who 
made woeperiaite #66 is case. 
ADVERTISING. 
PROGRESS, Washington, D. C. 
AGRICULTURAL IMPLEMENTS. 
FARM MACHINERY (Eli), St. Louis, Mo. 
La issue in 8 years, tanta 


Smallest issue in 8 years, 1 
Largest average for 12 hag 17,600. 








? 


ie 


AGRICULTURE. 

HOME AND FARM, Louisville, Ky. 
WISCONS:N AGRICULTURIST, Racine, Wis. 

ARCHITECTURE. 
INLAND ARCHITECT, Chicago. Best in West. 

CARRIAGES. 
VARNISH, Philadelphia, Pa. 
COAL. 

COAL TRADE JOURNAL New York City. 


DAIRYING. 
The American Creamery, Chicago. 


FASHIONS. 


QUEEN OF FASHION, N. Y. City. 
Issued monthly. A million copies a year 


HARDWARE. 


THE HARDWARE DEALER. Actual a 
circulation past year. par, 8,430. 78 Reade S8t., N. 


HOMCEOPATRY. 
HOMCOPATHIC RECORDER, Phila., Pa. 
MACHINERY. 
MACHINERY, 415-17 Pearl St., N. Y. 
MEDICINE. 


LEONARD'S ILLUSTRATED MEDICAL JOUR- 
NAL, Detroit, Mich. Circulation over 10,000. 


MEDICINE AND SURGERY. 


MEDICAL SENTI sworn er pewand, Or. 
MEDICAL HERALD, St. Jose; 

tri-state Medical Jo ba Keokuk, Iowa. j 

MEDICAL FORTNIGHTLY, St. Louis. j 


TEXTILE. 
TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 
WESTERN TOBACCO JOURNAL, Cincinnati. 
TYPEWRITERS. | 
PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 
FARM MACHINERY (Eli), St. Louis, Mo. 
WOMEN. 


QUEEN OF FASHION, New York City. 
ed monthly. A million copies a year. 


15,250. 















PRINTERS’ INK. 


$10 ADS. 


On this page and the three that follow are examples illus- 
trating the sort of advertisement that can be inserted in the 
body of the American Newspaper Directory, for 1295, for $10; 
the price also including a right to a copy of the book when 
issued. Ten lines or less cost ten dollars. Any excess over 
ten lines costs ten cents a word extra. Address American 
Newspaper Directory, No. ro Spruce St., New York. 




























Colorado Springs, Colo., eons Telegraph. 
Advertisement.—We have 20,000 reacers, many of 
them invalids. Colorado Springs is theg t 
health resort in_ the world for pulmonary 
troubles. Pikes Peak is 14,147 feet above sea 


level. Weare on the east and rg Creek, 

test gold camp 1 the world, is on the 
we of it. Our circulation is keeping pace 
with the growth in population. 


Rome, Ga., Tribune. 


Advertisement.—Onl porn 
in North Georgia, 4 Gecko att ay ror 


Combined inie Cuniday) and w weekly circula- 
tion, 3,500. Read b; people. ithout a 
superior as an adivertieing medium. Highly 
raed by advertisers, press and people. 


Chicago, IIl., ter sie Electrician. 

Advertisement .— nly. general electri~ jour- 
nal ee - “the est, thoroughly cover- 
ing a territory exclusively its own. Marc 
1894. it reached a high-water mark circulation 
of 16,630. The current issue, the week in which 


Stertng 1, Ii. pa Mer Gazette. 


—The —_ GAZETTE is read regu- 

— b By meariy every family in Sterling and 

Rock Falls. in raged J and village 

nearby. ‘The W Weekly a larger circulation 

in the territory tributary to Sterling 4nd Rock 

Falls J omy all other local weeklies combined. 

More news and ads in the Amy than most 

country papers. New wire factory, 400 em- 
ployees, now building, 


Terre Haute, Ind., Journalof Materia Medica. 


Advertisement.—Thirty-third yous of publication. 
We rantee a circulation for 189%-jof not 


less 10,000 copies munthl y—120,000 a year 
oy the active practitioners, principally 
of the Western and Southern States. Adver- 
tising contracts are based on the accuracy 0: 

our ee or no charge for the ad. 


Our ‘ully fifty per cent below any 
similar publication are an equal circula- 
tion and guarantee. Write for rates. 


Iowa City, Iowa, Iowa State Press. 
Advertisement.—The lowa STATE PRESS is the only 
democratic r in Johnson County. Estab- 
lished in Ii AY 2 the = lest demo 
cratic paper in th actual cir- 
culation weekly of 1,674 copies. It ii is aotee 
at the seat of Isarning of lowa, the State Un 
versity. ltowa City democratic, oo 
County is democratic. It is the I wer 
which reaches the democratic read 
for advertising rates and sample copy. 


Hartford, Ky., ee 










Advertisement._The HERALD is a live, up-to- 
date and splendidly priuted journal ; ail b home 
rint. Its semi-li r es ita 
general clroulation. It isa fo ower of 
Jefferson in politics, but independent in its 
course. It circulates among a class of <a 
who take it and i pay for itm class that 
vertiser wants to talk to 











Kensington, Md., Montgomery Press. 
Advertisement.—The only steam-power printing 
office in Montgomery County. 
Jackson, Mich., Industrial News. 
Advertisement. —The INDUSTRIAL NEws has the 
ey ay of any per in Central 
Mic n. Theaverage weekly issue for the 
past year is 3,842. It reaches the most intelli- 
= class of readers and is the leading Popu- 
per in the State, which party cast over 
30.0 votes at the November election. Adver- 
tisers are invited to inspect our subscription 


Minneapolis, Minn., Daglig Tidende. 
Advertisement.—DAGLIG TIDENDE is the only 
Scandinavian a in the Northwest. The best 
medium for reaching the e Scandinavian 
population of Minneapolis. eekly TIDENDE 
is a continuation of the BUDSTIKKEN and the 
FAEDRELANDET OG Emior RANTEN, the oldest 
Scandinavian paper in the United States, and 
has the la: ee any Scandinavian 





00 | Minneapolis, Minn., Good Things. 


Advertisement.-GOOD THINGS is a pecthly 
magazine which is bound for the 50,000 circu- 
lation mark within the next year. It hasstarted 
a new department on marriage, which is at- 
tracting a great deal of attention, and to show 
how fast it is ——— in circulation, two 
aoe alone have just brought in 1,000” sub- 
scribers, the work of only a few weeks’ can- 
vass ng. 


Minneapolis, Minn., Wool, Mutton and Pork. 
Advertisement.—Formerly called “ Wooland Mut- 
ton.” Only rer hog and sheep paper 
in the West. cents per agate line ; 
free if we fail to prove five usand copies. 
Under the same business management as the 
Northwestern Am 


ing and modern. Latest faces in ‘ype and dis- 
played ads catchy and artistic. P 
thing class of readers, = appreciate a good 
— other words, a live paper ina live 
tes reasonable, but not as low as the 
pa country paper. 
Warrensburg, Mo., Johnson Co. Union. 
Advertisement.—The Johnson County Suom 4 
the official organ of the People’s party o 
Sixth Congressional District. 1t has the Pica 
circulation of _ paper published in Central 
issouri, and is the best advertising medium 
to reach the agricultural classes. 
Plainfield, N. J., Press. 
Advertisement.— Plainfield is the omnes of wealthy 
New York commuters, and they all read the 


tisers use these papers more liberally than an 
others of the two counties covered by then, 





They fetch business 
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Sample $10 advertisements for American Newspaper Directory for 189. 





Amsterdam, N. Y., Democrat. 
or See +f 





worn ion 
of daily 2,200, of wee! 1 The 
cee ey well 


city 
evening dail 
the county, 
papers recently pu 
Long Island City, N. Y., L. I. Weekly Flag. 
Afverioement. _—Deveted to the wpe interests of 
its readers ry where. epartment 
for the Grand Army. with a large circulation | 
qmongt the veterans of the “Island and in New | 
York City. Advertising rates reasonable. 
New York, N. Y., Christian Work. 
Advertisement.—The ovbanet ~/~ List of The 
Illustrated Christian 7. _ 
lished the past American Tract rBociet y,,has reed 
e year been bou , and me 
info th Wo x This latter 
pak a on ti peer quarto size, omitt ng 
the word “At” from its name and increasing 


the number of its 
The Ill ristian Weekly was for 
many years the only illustrated undenomina- 
tional se weekly published, till the 
CHRISTIAN WORK commenced printing illus- 
trations. It has always been considered one 
= 2 ablest = best = papers, and 
merges turally the AN 
Work, its subscribers C outving a $3.00 illus- 
trated paper of 40or more es, instead of 16 
pages as when published by the Tract Society. 
New York, N. Y., Hardware Dealer. 
Advertisement.—The actual average circulation 
of THE HARDWARE DEALER for the six 
pone ph. LM one 10,460 copies, indicatin; . 
THE HARDWARE DEALER 
ine > Se 2 for by wholesale and 
Tetal dealers in Hardware, Stoves, House Fur- 
8, etc. Estimates for inserting 
ae sements and sample copies can be ob- 
tained from the publication office, 78 Reade 
street, New York. 


Rondout, N. Y., Fr 


a yy —The ye has made repeated 
offers to e large sums of money to local 
charities it hes — a a larger circulation than 





all the other pa) Kingston and Rondout | 
combined, but the y 2. pen have never | 


dared to join it in submitting all the subscrip- 
tion lists to the scrutiny of a committee of im- 
partia han This is significant. 


| local merc! 
Akron, O., ee citi 
Advertisement.—Ohio best city in ee ; 
population, 35,000 ; ‘Summi — best er 
Akron Daily DEMOCRAT ; ran 


tion, 3,480; Akron Times-DEMOCRAT iweckiy 
quarantesd lation, 2,856. Only Democrati 

and be pA in olay (official Democratic 

rote, 3 sas) and county (Democratic vote, 3,060). 

ons Sencha: oh —_ vot ers and their 

families ie Ohio 
Dailies’ rates. Address icon acu Co. 


Meadville, Pa., Crawford Journal. 





Advertisement.—The average circulation of the | 


Cenwtore t. is several hundred more 
lest edition asgiven above The best 
pa mae of its value as an advertising medium 
every successful local ee in 
Meadville uses “it regularly and persistently. 
Typograp! - | neat. No objectionable ad- 
vertisements admitted at any price. b- 
lished in 188, but every issue shoroughly alive. 
Get a sample copy. 
York, Pa., Dispatch. 

.—No other York paper pretends 
to rival the DispaTcH in circulation. It is the 
only York paper that furnishes advertisers a 
detailed, sworn circulation statement. Anad in 








| 











the DispatoH will reach more people ne | 


through any two other mediums. York Coun-: 


ty people have money to apent, and if 
have what they want, you attract their 
trade through *DIsP. cx 
t | Knoxville, Tenn., Journal. 
sitet ie, JOURNAL is the leading 
morning daily of Knoxville; republican in 
— and circulates ina strong repu 
t. Its society news, and matter of in- 
terest to ladies, has made it the ladies’ favorite 
and the Sunday morning sales of the JouRNAL 
will ——— the sales of an - per. The 
rchants of le consider 
the OURNAL the best advertising medi jum. 
El Paso, Tex., Times. 
‘Advertisement. —The El Paso Times A = oa 
Associated Press telegraphic - 
between Fort Worth Te Texas, « 
California. It is printed with ~~ 
chines Circulates on day of publica jon +4 
Texas, New Mexico, Arizona and old Mexico ; 
carried out on all trains of five railroads at 
El seas, Prints 3,000 copies daily, except Mon- 


Pics a0 Wis., Journal. 
| Advertisement.—The Daily and Weekly JouURNAL 
are the 1,2 and influential papers of Ra- 
Cit ‘ounty. sivetiess will find 
it to their interest to select the JOURNAL. 
Sample copies sent_on application, ad. rates 
pam on request. The JoURNAL is republican 
n —_- but fair in its treatment of opposing 


Halifax, Nova Scotia, Maritime Medical News. 
ereeenent. —The maf begins its seventh 
“year eee pros yb is the only med- 
at ey pub. ished 11 in nthe rn Canadian 
time Provinces. It p—] es — 
tioner in Prince Edward Island and the large 
majority in Nova Scotia, New Brunswick and 
Newfoundland. Each issue for 189 will con- 
tain 950 copies, forming a reliable and valua- 
ble advertising medium for Canada. 


Chillicothe, Ohio, Leader-Gazette. 
Advertisement.—Guaranteed to be the best adver- 


cothe, O., LEAD: The Chillicothe 
lished 1883 ; the ScloTo GAZETTE, 
estab! 1300. Weekly — sixteen 


large’ cireulatio teed, than any other 
r circulation, guaran’ er 
pa r in Southern Ohio. The’ DAILY GA: 
ive local daily with thirteen columns of 
matter every day. Geo. H. Tyler, proprietor. 
Racine, Wis., Agriculturist. 
Advertisement.—The WISCONSIN AGRICULTURIST is 


confirm all of thi 
meni! 


Newark, N. J, Town Talk 
Adpartiemment.—sAvertteies Reine Ondiaeny pe- 
ion per line, cen ion per 
line, 10 per cent extra. Discow cia Bon. lines. 
be used within one year, 10 per cent ; 1,000 lin 
=ies used within one year, 20 r cent ; 2 
SA to be used within one year, Joy per cent. 


ment of matter and the charming illustrative 
material, all serve to make it one of the most 
attractive publications issued. 

Los Angeles, Cal., Evening Express. 


Advertisement.—The Newspaper 
of the Pacific Col tiekclier in and mem- 
880C: Oldest newspape: 


r 0 A r 
A les, and the favorite family jo’ 
of Southern Cali ion 


‘ornia. ct 

1894 an av of 7476 per day, showing in- 
crease < over 40 r cent over 1888. Enterpris- 
ing and p ve Sworn 7 ae in No- 
vember, , 7,601 ; in December, 7,631. 

Fayette, Mo., Democrat-Banner. 

Advertiseraent.—Office of Daily and Mtg i DEm- 
OCRAT-BANNER, Fayette, Mo., Jan. 3, 1894. 
by certify that the least east number of weekly 
DEMOCRAT-BANNERS circulated any issue for one 
year ending Dec. 31, 18%, was one thousand 
seven hundred copies. Wm. Hughes, Business 


r. 
weubscribed and sworn to ag me, & Some 
Public for Howard County, Mo., this J 

1895. My commission 7 A July aon 
wil C. Kirby, Notary Public. 
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Sample $10 advertisements for American Newspaper Directory for 1895. 








Advertisement Kan., = poewren 
Adverti: 


Goes ev 
ral commission for ads. 
rous paper le 
rs of similar character. 
of Welch Pony Express Co. line for distribut- 
ing papers, circulars, etc.,in Eastern Kansas. 
Louisviile, Ky., Western Recorder. 
Advertisement .—. yr 16, 1004, 6 ro 
eubeces on list and good-will 
Baptist Gleaner. 
rt  . Hh . 
on that 


and every week. We 
St Louis, a —— Advocate. 
rT 25,000 homes in the 


ap cate to ie 


Ps ‘York, N. Y., New Yorker Zeitung. 
.—Some of our megeler ate eeers 
& Co., successors to A. T. Sco, 
.; Arnold, Constable & Co., Macy &Co. 
Hearn, Ehrichs, E. nage Sons, Ludwi Bros., 
Bauman & Co. m. Steinway, Nell 


& Co., Bloomingdale Bros., Riker the Dru 
and many other great firms. If they fin htc | 
their advantage to advertise in our papers, a 


don’t yout Try them. 
Fort Atkinson, Wis., Jefferson Co. Union. 
Advertisement. 2 cop ss printed 25 years pe has 
averaged es prin and mailed every 
week of ie eke ive commeey weekly. Em- 
my A be subscriptions every year 
Swill March to Soe ee for oe 
—w — ear vertising rates 
fo results. country Secee cir- 
culation in Wisconsin. Subscription books open 
to inspection by advertisers. 
Madison, Ind., Courier. 
Advertisement. "No Eastern s| — agent. Con- 
tracts for Foreign Adverti: must be made 
with the Sec’y and Treas. of t the Courier Co. 


r day report. Oldest, largest and most 
widely y circulated daily in Southeastern Indiana. 
WEEKLY URIER—Only Republican weekly in 
Popular fepatlican o "Large general paid in” 

‘amil per. -in- 

i The COURIER has been 

owned and edited by s Lo Garber, father and 

-— for the last forty-s' Owns its three- 

ry, thirty-six- foot | rok yom building ; two 
oylizter newspaper presses, three jobbers 

job office and only bindery in ladison. 

jo - an al on pay-roll, exclusive 

en 


Kinston, N.C., Free Press. 
Advertisement.—This paper is sent only for pay 
in advance, and is sto Aon ow) when time paid Sor 
pe nm therefore cirealation is not quite as 


large as Od ipa but is more valuable be- 
cause it only goes to those appreciative enough 
bd for it. ae eeotalion is ge pa ues- 

le ads not taken. Rates to foreign adver- 


) first inch $4a year,$3 each additional inch. 
Dunkirk, N. Y., Grape Belt. 
spatomen. Rowell rates circulation by tak 
the average of a full year. This is a little 
us air toa ape | paper, a. like the 
GRAPE BELT, ned about 1,500 paid sub- 
scribers in a year, so that we now print more 
than 3,600 every issue, and will take advertising 
for a year on a guarantee of over 3,500 circula- 
tion. E. P. Harris, Manager. 
Utica, N. Y., Press. 


Advertisement. — The = Press _ is_ bright, 
newsy and enterprising. It feat the news 
first and is A. 4 the leading paper in 


bese Bn gaenat F and circulatin; 

ost prosperous section 0! 
ads in the Press are sure to br 
Daily -weekly. 


and 


Try it| th 





| 
| 
| 
| 
| 
| 
| 
| 
| 
| 








Waco, Tex., Baptist ecu = ew 


Ad ARD, 
while ave its ton wee! tor 1894, 
Seen one ee corte fie 

ies each wee r oO} 
Sra ARD believes to be the largest 

any Baptist paper in the Sou rn States, and 
Seer ae eee Rates are rea- 
sonable. 


Chattanooga, Tenn., Times. 





EO —The mocgn Tam is the 
Y of 805900 in at Chattan 
ony of ‘ inhabi aend = leading 
Beorg 


in No: 
and North Alabama, a territo: 
500, The 
WEEKLY = is an —-- in ee 
paper printed twice a 
ear. It reaches nearly every 
‘ennessee, 


corgi, bama, 
rth Carolina and Southwestern Vir- 





Western No 


Gurdon, Ark., Times. 
Advertisement.—The Times is now the L,- # news- 
blished in Gurdon, a tow mtrally 
, with a thrifty rae intelligent 
and industrious, who = eve in the TIMES be- 
cause it is a pay patronize the ad- 
vertisers who make t oir ‘anncuncements in its 
— Its rates are low for the service ren- 
and estimates 


given. 
| Charlotte, N.C., Mecklenburg Times. 
| Advertisement.—Charlotte is a prosperous ay 
and railroad center—a feeder to all the 
soumdiaer somite. The MECKLENBURG Times is ion 
Democratic week] elreulating ape 4 in both 
the city and county, in beg thy with all pub- 
lic improvements, —— t ‘favorite weekly ye 
the homes of a lass of the reading an 
first-class oats 
ing medium. Try it. 





rresp 





Dodgeville, Wis., Chronicle. 


Advertisement.—Advertisers who. wish to reach 
the 4-— of Iowa county, Wisconsin, will find 
— age ville Canes ual to at least 
other om peas or pu. . 
print. t” side. Eight pages, cut 
~ et well printed. See pre- 


vious Directories and note growth of circulation 
very yea nquiries Doheori es gaewened. A. 
8S. Hearn, Publi er, Dodgev: is. 


Pittston, Pa., oe 


Advertisement.—Pittston is the cographical cen- 
ter of the — anth racte field = 
miles long and = miles wide—an almost co: 
tinuous chain of cities and villages in North- 
eastern Pennsylvania, having 325,000 population. 
The city of >ittston and immediate suburbs 
have over 30,000 population. The GazETTE isthe 
only y pewenee ST in Pittston, and the oldest pub- 
lished field. 


Montreal, Quebec, La Presse. 
Advertisement.—La PRESSE, Montreal, Cai 
holds Canadian record, 39,000 daily ; MT 
all dailies i 5 British America ; : increasing at = 
rate of per cent per annum. America’ 
. A A, remember that four-fifths of the 
French speaic of the Province of Que are 
——* = ng Canadians, among whom this 
eg) ris highly appreciated. Sworn 
bertificate 0} ulation furnished. 


New York, N. Y., Electrical Engineer. 
Advertisement.—Oldest and Best of Electrical 
Ahead in everything Electrical. 
Scientific, Technical or Popular. 
its thousands of readers are Sure 
gh people—the men who buy thi 
‘etore. Officers, —~5" rchasing 
sous and Superintendents of ectrieal Es- 
tablishments. Grinds a axe but its own, 
which is really everybody’s in Electricity, and 
tells the Truth about its own Circulation. 
Scranton, wie - ers 
Advertisemen e Scranton REPUBLICAN, Daily, 
Sunday —\ Weekly y. The Daily edition is ini 
twenty-sixth year. Sworn circ jon over 10,000 
copies, Weekly, founded 1856. Sunda, founded 
Occupies its own building. e 
ing Lm gg ag Journal in Northeastern Penn- 
van Rates low for a r of its class. 
ranton is the mining and shipping center of 
the foctmavenns and Wyoming an ite coal 
trade, and produces annually greater tonnage 
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city in the U. 8S. P 
— ‘op. 


Le Roy GaZETTE is a le country | r. 
and now has circulation of 
2,300, ha the Le Roy Times and 
subscription in 1804. 


Philadelphia, Pa., German Gazette. 
Advertisement.—The GERMAN Dame GAZETTE is 
& an Ae and 
pthe combined Ger 
We will mail 
ion to all ap; feanta, 
also'a sworn statement from the paper 
from whom we purchase our paper, aL 4 
our circulation to be 48,000 per day. 
Phila, Pa., To-Day. 
vertisement. —aoaes is va only high-class re- 
price. fs Justly called “ The 
Little Arena.” In one year it ra won a circu- 
lation of over 3,000 monthly, and will have 6,000 


b; —~ It iigent pe into 

Valuabl edi' a. 5 re 

le mi ium fo vi me su 

Rpm Rates low. 

St. Louis, Mo., Globe-Democrat. 

Advertisement.—The St. Louis GLOBE-DEMOCRAT is 
Ww! 





paper in the country. The 
parts of the world complete in cach ‘tesue. It is 
not e in mee hy og ry or fake schemes, but 
is sold on its PE as a newspaper. large 
and constan' ng circulation makes it 
an invaluable ymedium for advertisers. 
Helena, Ark., Progress. 
Advertisement: —The Helena ProGREss, Helena, 


ican, J. N. Donohoo, Prop. One Dol- 
lar p year inadvance. The} newspaper 
in acer Ar Leeting enseuted on short 
jo! executed on short notice 
and at tJ - +4 


Minneapolis, Minn., Tribune. 

Advertisement ¢.—Other papers talk of circulation, 

the Mimnespolis TRIBUNE tees its 

nm will never in an 

below 30,000. ‘An a 

the daily TRIBUNE runs twenty- ray ~ hours, 
through four editions. e UNE is twen 

seven 7 old, owns its own wineries hes ‘and 5. 
om 


ag es one pm 4 _ 


the ol reliable _ up this w: = 
the Minneapolis >, the Sune ng the ait 
Cre. — 


TRIBUNE (four editions), 
and the farmers’ 


Minneapolis, Minn., 5 an 


uaranteed average daily cir- 
An increase of about 








ci 
which is the best_advertisi: 
all c The JOURNAL is the 
ad ” medium, and carries more paid wants 
all the other dailies. 
Chicago, I., — 
Advertisement.—CLIMA. 
. medium for — | ol 
he most reliable advertising age 
2 I have customers who have bee’ CLIMAX 
for avers years upon a ‘till ‘torbi ’ comer, 
issue is oe ee dors nen nt of its + 
an unquali indorsemen' - 
ing and im — Advertising rates, 
25 cents *— nants 


popular “ want 
's than 


roominentty ¢ @ pay- 
LF advertising. One 
>) ites : 


New York, N. Y., Ladies’ World. 
“Advertisement. —Ninety-six x por cent of sho ont eutire 
circulation of the 


‘ORLD rep 
live, paid-in-advance subscriptions. Itis peered 


id journal an ves handsome re- 
a= FS “Sats Fe utable and hon- 





New London, Conn., The Day. 
.—All advertising for THE Day ac- 
that it 


n of New London 
ew Lon- 


led 
. Atorfeit soe 
ered to aay New London paper that will 
prove it has a larger circulatio: on than THE Da¥. 
San Francisco, Cal., Pacific Town Talk. 


artisti int 
advertising medium on the 
Adv send for a sample copy. 


Salt Lake City, Utah, Herald. 
ay tm —Founded 1870. Sets upon 
prints 4- resses, e! 


Weeeene rfecting 
went; pages fneludi: 
pam Mayan a ale the news = the 
ky Mountain ion ag 


in Utah, r- 4 = "7 
be pene 2 


culation 
each, 12,000, 0, steadily growing. The Salt sit Laie 
space buyer uses our columns—why not you! 


Gaffney, 8S. C., Ledger. 

Advertisement.—The LEDGER has a r circu- 

lation for its age than any aay seeee 9S published in 

the State. It ciswesesi a territory exclusively 
its o7 has a class of readers w) 

ize ite ¢ advertisers in ——— aoe to 

you have f le for. sale tell LEDGER 

— of it. on motto : “We endeavor to 


Boston, Mass., Post. 
Advertisement.—The Boston DaILy Post hes the 


mor! circulation of New 
lan r. lca oy fous 


in ae and subi ving this bey morning 
per. en etl the he gy ques- 
the fork of os D. 


to Sun Hi Globe in 
culation. December, 1894, : Daily aver- 
age, . Sunday average, 80,503. 


Westbrook, Me., Globe-Star. 
Advertisement.—W estbrook is the fastest growi: 
city in Maine, a thriving ! 


center ; ion, 8. 5,000. 
The consolidated Westbrook “Gulonen and West- 
brook 8TaR now hasaclear field po ready- 
rint rival). The GLOBE dates fro: $84, STAR 
ave! circulation 1 om. 


e elev: 
am | ‘unobjectionable adver- 
rates strictly maintained. 








iw 


Little Rock, Ark., Gazette. 
Advertisement.—The ARKA: 


race fs ia ee bl “7,000 Sun or_ 7,000 
Weekly each issu uring the last y — 4 

yo Albany, N. 8: ae ones 

SontaG JOURNAL is 
lished 


rmans 
will the SonTaG JOURNAL. 
story you. and — — has a + 
on than all othe: 

lished in the United States — 
Doylestown, Pa., Republican. 


Advertisement.— CAN, daily and week- 
on. 





ertisi accepted advertise- 
—E =. fo ladi ladies and ‘the household the 
Tanene ORLD will prove a valuable jum 
for it. for estimate and a copy. 
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A JOURNAL FOR ADVERTISERS, 


pie: Issued every Wednesday. Subscription 
Two — ayear. Five Cents a copy ; 

Three Dollarsa hundred. No numbers. 
blishe: a to subscribe for PRINT- 


47 not paid for it is 
it is gs some — 
Every 
time pela for. 


ed statement of 


for be 
with “he eines, itor or of the American 
Di: t the ct 


so tha vor 

rated in the issue of that boo! 
the ac average issue 
the last year was 17,768 c for the last six 
months, rt goad copies ; for three months, 
21,223 and for the last four weeks, 22,250 copies. 


GS Orrices: 
NEW YORK, FEB. 20, 


No. 10 Spruce Street. 


1895. 














ADVERTISE such things as the sea- 
son suggests. 


ADVERTISING is the champagne 


sparkle of business. 

Time is one of the most important 
elements in advertising. 

ONcE in each advertisement is 
enough for the firm name. 


THE retail ad that is fresh to-day is 
liable to be stale to-morrow. 


AT the advertiser’s store Hard Times 
looks in but dares not enter. 


IF you have a good thing, you owe 
it to the public to advertise it. 


THE advertisement brings the cus- 
tomer and the salesman gets the credit. 


New York retail advertisers begin 
their spring advertising in February. 


No MAN can talk about advertising 
not paying like the man who has not 
tried it. 

Do nor illustrate anything you offer 
for sale unless the illustration will do 
it credit. 


THE most important secret to know 
after knowing how to advertise is to 
know how to wait. 


How ARE people going to know 
why they should trade with you if 
you don’t tell them? 
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BETTER too much space and not 
enough matter than too much matter 
and not enough space. 


A SUCCESSFUL business man is too 
busy with his business to attempt to 
attend to the advertising man’s. 


To ADVERTISE ‘‘Money back if 
wanted ’’ is the very best advertising 
when such advertising is possible. 


THE man who is convinced the pub- 
lic ought to buy what he has for sale 
can make the public think so, too. 


THE advertisement that may be good 
to-day may be poor to-morrow. Times 
change, and ads should be changed 
with them. 


ALL the business sense, all the com- 
mon sense, all the advertising sense 
that can be condensed into an ad is 
just what it needs. 


THERE are bad spots in the best 
ads, the same as there are weeds in 
the best gardens. You can’t cultivate 
your copy too often. 


WHAT you've got to say may have 
been said by others a million times ; 
the way you say it is what convinees 
and counts in advertising. 


A CIRCULAR advertiser manifests 
his belief in the principle of changing 
copy to the extent that he employs a 
different circular every time. 


ACCORDING to the Springfield Re- 
publican, the revenues of that paper in 
1894 were considerably larger than at 
any other time in its history. 


AN ad-writer should never miss an 
opportunity to ascertain the sentiments 
of any person belonging to the class 
his employers are aiming to reach. 


PEOPLE think they don’t want to 
read advertisements. That’s why it 
takes art and literature combined to 
make people read them. 


NOT every one is succeeding in his 
advertising. In fact, advertising suc- 
cess is harder now than a few years 
ago. Hence the necessity of using 
the best advertising possible to secure, 
if you wish to be classed among the 
successful ones, 
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‘‘DEERFOOT FARM sausages and 
sliced bacon cost more—try them and 
see why,’’ is a taking ad in the New 
York elevated trains. 


PEoPLE will read the news about 
your goods and store just as readily as 
the news about anything else, if you 
make it fresh, crisp and interesting. 


It Is a golden maxim that the women 
are the buyers, even when it’s the men 
for whom they buy, and it is the 
women who read advertising the most. 


WISE newspaper managers urge their 
advertisers to frequent change of copy, 
because frequently changed ads pay 
best, and thus stimulate advertisers to 
more advertising. 


THE value of continuous advertising 
lies in the fact that people get to be- 
lieve in the merits of an article whose 
name is familiar, even if they forget 
what its merits really are. 


THE articles exhibited in the show 
windows of a store should be of such 
a character as to attract, not a crowd 
of curious idlers, but prospective pur- 
chasers of the goods sold. 


THERE are papers of large circula- 
tion which carry only a limited vol- 
ume of want advertisements, but no 
44 with a small circulation ever 

as a large volume of wants. 


It’s very easy to persuade a dealer 
to carry your goods in stock and give 
them prominent place in his store 
windows when you have created a de- 
mand for them by advertising. 

THERE used to be a saying, ‘‘ One 
might as well be dead as out of 
fashion.’ Paraphrased, ‘‘One might 
as well be dead as unknown,” it is 
equally true and embodies much of 
the philosophy of advertising. 


Ir the advertisements rather than 
the subscriptions make the publication 
of a paper at a low price possible, the 
chap who borrows a copy practically 
pays for it if he reads the ads. Un- 
fortunately, however, the kind of man 
who prefers to borrow rather than pur- 
chase a copy of a paper is scarcely 
likely to increase the value of an ad to 
any extent, even if he reads it over 
forty times, 
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To say your goods are “best and 
cheapest’’ is not enough, because buy- 
ers think they have a right to know 
why they are best and why cheapest. 
Wise merchants tell them why. 


PEOPLE are tired of too much read- 
ing in these days. Don’t let your ad 
make them more so. Let it invigorate 
them with its crisp, bright terseness— 
like a tonic, create an appetite for your 
goods. 

WHATEVER may happen to the other 
kinds of advertising men, the future 
of the useful and, therefore, necessary 
ad-smith is secure. Noclass of brain- 
workers has a better prospect before 
them. 


Your trade-mark with your name 
and address and the goods you sell is 
not bad advertising. Your trade-mark 
with a special argument about your 
goods, or some of them, is good ad- 
vertising. 


BECAUSE you never have advertised 
your store is a good argument why 
you should advertise it now. The 
mere fact of your departing from your 
usual custom will prove an attractive 
ad of itself. 


Too much grotesqueness, ‘‘ funny 
business,’’ wit, humor, ‘‘ chattiness,” 
off-handishness, and other unbusiness- 
like things in your advertising means 
loss of dignity, and loss of dignity 
means loss of business. 


THE day has come when the adver- 
tising pagesof magazines are prepared 
with as much or more literary and 
artistic ability than the reading pages, 
which means they are read with as 
much or more interest. 

CONSTANT repetition of the name 
of an article has selling power, for 
after a while one forgets its specific 
virtues—if he ever knew them—and 
remembers merely that it’s all right 
because it’s an old friend. 


BARGAIN advertising has become so 
thoroughly a part of the regular = 
gramme of stores of the very bighest 
standing, it has passed out of the 
doubtful policy stage and become a 
good thing all around for newspapers, 
for storekeepers and for shoppers—as 
long as it is strictly honest, 
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Do yov still wear the skin-tight 
trousers and short overcoats of ten 
years ago? No. Simply because they 
would look absurd now. There is a 
moral here about the style of your ad- 
vertisements if it happens to apply. 


EVERYBODY has some new want 
every day ; and advertising every day 
will strike everybody sooner or later— 
and ‘‘once a customer always a cus- 
tomer” holds pretty true, if you give 
right treatment, right goods, right 
prices. 


TuHIs is a good year to advertise 
because people have exhausted their 
supply of necessities, such as clothing, 
and must buy more. Though money 
may be scarce it will be spent, and 
the live advertiser will get more than 
his share. 





IN selecting type for your ad remem- 
ber that constant reading has accus- 
tomed the eye to reading ordinary 
reading type and that big ungainly 
letters appear like big ungainly ocular 
giants trying to force an entrance to 
the mind. 


Tue higher the standing of the pub- 
lication the higher the standing of the 
goods advertised in it, is a universal 
law. Imagine anything of the ‘‘fake” 
order in the Youth's Companion, the 
Ladies’ Home Journal, or any one of 
the ‘‘big 4.” 





READING notices are excellent ad- 
vertising when they are interestingly 
written, contain no deception and 
dwell on absolute facts. They are 
superfine advertising when they state 
news of actual interest to those you 
wish to buy your goods. 





THE Epp’s Cocoa advertisement 
usually appears in the New York Sun, 
and perhaps in other papers also, 
among the dry goods announcements. 
As the ad is largely intended for 
women’s perusal it is not the worst 
position that could be given it. 

Cte 


THE modern newspaper head-line has 
a powerful argument behind it. It is 
the signboard that points the way your 
mind wishes to travel or not to travel ; 
it excites interest in the topic discussed 
and brightens up the page. Adver- 
tisers may spend time to worse ad- 
vantage than studying up head-lines for 
their ads. 


BLOOMINGDALE BROTHERS, the 
largest retail dry goods establishment 
in New York, probably in America, 
believe in big weeklies for catalogue 
mail order business, in great dailies 
and Sunday papers for local trade, and 
rank circulars worth about a quarter 
as much as newspaper space. 


WOULD you advertise a new thing 


successfully ? Remember, first, there’s 





| 
} 


a crust of pre-formed prejudice to be | 


broken, then fact upon fact must be 
put forth until public confidence blos- 
soms in your business like flowers in 
a garden. It takes time. ‘‘Time 
and patience can turn the mulberry 
leaf to satin,’’ but all the science 
under the sun couldn’t do it. 

Mr. H. J. McSHEEHY, editor and 
proprietor of the Logansport (Ind.) 
Chronicle, in a recent letter uses these 
proud words: ‘‘ For twenty years al- 
most. I have been with the Chronicle. 
In that time I have seen every news- 
paper in Indiana, with three excep- 
tions, change hands or heads. What 
strangers or people outside our town 
may think of your paper as a business 
venture, I find cuts but little figure if 
your own people and merchants stick 
to you. This has been the case 
with the Chronicle. It has never 
changed hands. It made its own 
building, iron and brick, and several 
other buildings. It carries about as 
much local advertising as its columns 
can stand, without enlarging.” 





THE Bookseller, Newsdealer and 
Stationer is a semi-monthly journal is- 
sued by the Excelsior Publishing 
House, which is the publishing de- 
partment of the American News Com- 
pany. Mr. J. R. Haney, the editor, 
in explaining to a PRINTERS’ INK re- 
porter the reasons for excluding some 
important journals from its lists, 
said that they were to be found in the 
fact that the papers excluded do not 
do business with the American News 
Company. He also said: ‘‘The Book- 
seller, Newsdealer and Stationer is 
published for advertising the goods 
which are handled by the American 
News Company. We do not pretend 
that it is issued for any other purpose.”’ 
This paper is carried in the United 
States mails as second-class matter, 
but if it bore the name of the Ameri- 
can News Company as publishers it 
would be liable to exclusion, There 

















are hundreds of similar publications 
all over the country, issued in the 
name of a clerk or a company, estab- 
lished for the purpose of creating a 
distinctive name, and thus avoiding 
criticism from the department. How 
much better it would be if Congress 
would change the law and collect a 
sufficient price for the distribution of 
second-class mail matter, thus avoid- 
ing a necessity for doing business 
under a cloak or an alias. To the 
honest, enterprising publisher of to- 
day, the Post-Office Department, with 
its irresponsible power and multifari- 
ous and incongruous rulings, is a ver- 
itable old man of the sea. 





‘‘PosT-OFFICE rulings and usages 
in regard to second-class matter are 
the publishers’ nightmare,’’ said a 
newspaper man to PRINTERS’ INK last 
week. ‘‘The only way to learn 
what is permissible and what is not 
is to try the experiment, and then 
after a week or two, or a year or two, 
you may learn that what you thought 
was all right is in fact all wrong. It 
don’t help matters any to point to 
others who are pursuing the same 
plan. They may be all wrong, too, 
but if they are it does not follow that 
they will be interfered with. That 
will depend in each case upon who it 
is, and what influence he can bring 
to bear. No two cases seem to be 
decided alike.” Mr. Springer, of 
Illinois, recently said in Congress: 
‘‘The practice of the Department is 
to take two publications and rule one 
out and the other in, and no man can 
tell why one was ruled ‘out and the 
other ruied in.” 








WHEN a publisher of a New York 
newspaper is in doubt about what 
view the post-office will take of cer- 
tain matter he intends printing in a 
forthcoming issue of his paper, he 
sometimes submits it to the post- 
master for approval or instructions. 
Since it was discovered that First 
Assistant Postmaster Gayler, who has 
been in the service only about 
twenty years, is not yet able to dis- 
tinguish second from third-class mat- 
ter, it has become the practice at the 
New York Post-Office to turn the 
publisher over, in such a case, to the 
department at Washington. Mean- 
time, the forms must rest on the press 
until a decision is arrived at. PRINT- 
ERS’ INK has an order for printing, 
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as an advertisement, twelve pages of 
testimonials to the superlative excel- 
lence of Johnston’s Inks. It would 
be a good and profitable advertise- 
ment. The matter isin type. This 
particular case was submitted to the 
department at Washington on the 
18th of January, but as no answer was 
returned a new inquiry was addressed 
on the 31st. At the date of this 
writing, February 13th, no answer 
had been returned. Those twelve 
pages of solid pearl are standing, 
meantime, and we are very short of 
pearl, too, and to buy new costs one dol- 
lar and eight cents per pound. If the 
department would decide upon some 
sort of a system and treat everybody 
alike, what a blessing it would be. 





SLANG IN ADVERTISING. 
By Margaret Bowman. 

It seems rather strange to a novice that the 
professors of the art and our doctors of ad- 
vertising have been so slow to discover the 
genus germ of successful advertising. 

It is the catchy idea in all efforts in this 
line that makes them effective. The sainted 
and secular have been admonished to see that 
“bump, humpor lump,” and we all admire 
the fellow who has touched us, and will “do 
the rest ’’ ; no phrases in ge or poetry are 
repeated any oftener. In music only the 
airs that are catchy take life and live. Just 
so in literature. Apt illustrations are quoted 
from one generation to another, and to prove 
this is the case in advertising a few instances 
will be cited. ow much more attention 
would a clothier receive who put out a sign 
reading “Pants down,”’ than one saying 
simply “ fine clothing”’ ; or the boot and shoe 
dealer that advertises ‘‘ Maid of Athens ere 
we part, our shoes are made of leather and 
never part,” than one who says “fine line of 
foot wear.” A real estate agent who gets off 
“Put your nickels in this (s)lot,” is much 
wiser than one who contents himself with the 
old forms, and so on. It is not necessary to 
be exactly original or logical ; the one idea is 
to attract attention, and the greater the at- 
traction the more attention—which is adver- 
tising. 

An example of an adaptation, which fits the 
case, is the cigar manufacturer who quotes 
“It’s a good thing, push it along—Tish- 
imingo cigar,’’ and one of the happiest hits 
made in catch phrases is by the Folio at 
Indianapolis ; they offer prizes to solvers of 
puzzles, and use for a startler in all adver- 
tisements—‘“* Whet your wits and win.” 

fark Twain’s nightmare, ** Punch brothers, 
punch, punch in the presence of the passen- 
gair,” was a jingle that reverberated through- 
out the land, and was the beginning of the 
catchy idea tnat has been so profitably turned 
to account by our advertising geniuses. 





A coop salesman, backed up by good ad- 

vertising, can always sell good goods. 
 nliteletinaias 

Tue Oasis, a little newspaper printed at 
Nogales, Arizona, is situated right on the 
United States and Mexican boundary line. 
The front door of the establishment is in this 
country and the back entrance in Mexico. 
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INTERESTING ADS. 


When I find myself reading advertisements 
of such goods as under no circumstances 
could I require—reading them perhaps with 
close attention—I can offer myself but one 
satisfactory reason for so doing, viz.: the 
simple fact that these announcements have 

made intrinsically interesting to me. 

When an advertiser is able to grasp the 
fact that an announcement made interesting, 
interests and irresistibly lures into its enter- 
taining and enlightening meshes buyer and 
non-buyer alike—in fact, captures the entire 
“*school”’ of readers—and when such adver- 
tiser’s faith finds its expression in his trade 
announcements, a very large share of the 
popular interest becomes his “‘ by right of 
conquest.”” Just why systematic efforts to 
make advertiserents distinctly interesting, 
and hence notably attractive, should be prac- 
tically confined to certain trades, I have 
never been able to determine, but have been 
forced to content myself with a clear recog- 
nition of the fact. We do not naturally as- 
sociate poetry with pig iron, nor rhetoric 
with rat traps, neither do we connect sorrow 
with “sad” irons; but is there any cogent 
reason why the vendor of the most prosaic 
wares in existence should not bait his snares 
for public attention with crisp, pertinent and 
attractive matter? I trow not. 

The “back”’ of that vast advertisement- 
reading public is as impervious to the 
“water ’’ of threadbare, “ shop-worn”’ com- 
monplaces as is that of the proverbial “* duck,”’ 
and hence its plumage, to insure absorption, 
must be treated with the insinuating oil o 
tactful teliings flowing from the fountain of 
vivacious versatility. 

What I have above said is not restricted to 
newspaper, trade-organ, or — an- 
nouncements—by no means. It applies with 
equal force to circulars, price lists, cata- 
logues, miscellaneous announcements — in 
short, to the boundless field of commercial 
literature, and to every form in which busi- 
ness men bid for public recognition. Nor is 
it confined to any special classes of trade. It 
matters not whether efforts be made to market 
securities or soups, hardware, harmony, or 
hens, town-lots or tooth-brushes. There is 

b: no ¢ dity exchangeable for 
money whose sale may not be guickened or 
retarded by the manner of its advertisement. 
Can you name one that a little “‘ quickening” 
could not benefit ?—Francis J. Maule, Phit- 
adelphia. 





ee 
ADVERTISING IN COLUMBUS, OHIO. 


There are ministers of the gospel who ad- 
vertise to a great extent in this city. They 
have an advantage in not being obliged to 
pay for the space their advertising fills in 
the newspapers. Rev. Wm. H. Fishburn is 
considered the foremost in the publicity line. 
A few weeks ago he came to the Second 
Presbyterian Church from another city, and 
the first Saturday night the attention of 
every one on the principal streets was at- 
tracted to little cards tacked to trees and 
posts. The cards were printed on white 

per and were bordered by a deep black. 

he printed matter relative to the sermon 
was topped off with “* Wanted—Young Men,” 
in very large letters. Rev. Fishburn also 
employs the newspapers when advertising. 
After delivering his Sunday evening sermon 
he calls on the editor of the morning paper 
and leaves a copy of the sermon with him. 
Of course this is a convenience to the news- 
paper man, as it saves the detailing of a re- 


porter to the church. The doctor’s subjects 
are up with the times and his preaching is 
excellent. As a result, his church is crowded 
every Sunday, young men predominating. 


Hockett Brothers Puntenney Co., the large 
music dealers, have a newly-written piece of 
; X > 


music in their window entitled, “Thine 
Forever.”’ Just under the phrase is the 
price, ‘‘For 40 cents.”’ It has provoked 


uite a large amount of talk, and I don’t 
think any new piece of music is better known 
to Columbus people than “‘ Thine Forever.” 

Se. 

Personalism in advertising is not generally 
indulged in by advertisers of this city, for 
the reason that the newspapers refuse to 
permit it. A certain merchant had a half 
page recently in one of the papers which 
read, ‘“*No sheeny business done here! If 
the way business is transacted became pub- 
lic, half of the High street fakirs would 
close up!”’ The hit was at some of Colum- 
bus’ leading business houses. The adver- 
tisement caused many of the foremost adver- 
tisers to call at the office of the newspaper 
and threaten to cancel their contract if the 
obnoxious advertisement was not taken out. 
The advertisement ran only one time. 

ee eS 

I am usually favorably impressed with an 
advertisement that contains prices of articles 
mentioned, There is at least one firm in this 
city whose ads are not of this character, 
The firm is a large retail clothing and men’s 
furnishing house named Schanfarber Broth- 
ers. They ran a page advertisement three 
times during the past week and never made 
the slightest mention of the line of business 
they are engaged in, and consequently did 
not state prices. No fault could be leona 
with the display of the advertisement ; so far 
as that is concerned it was the prettiest seen 
in the daily papers for some time. It was 
excellently worded and had for a heading. 
‘* God pity the poor in the mining districts ! a 
Then the statement was made that one-tenth 
of the gross receipts of the firm during the 
week would be devoted to the noble cause 
of helping the suffering miners in the Hock- 
ing Valley. A large cut was in the center of 
the page representing a freight train loaded 
with boxes of goods marked “‘Schanfarber’s,”’ 
being distributed to the miners. 

- <...2 

The retail clothing firm of F. & R. Laz- 
arus & Co. have the following catchy cards 
in their windows: ‘‘What’s in a name? 
Not much, unless it’s ours in the top of your 
hat. You can save looking over our 
stock.’ ‘*The beauty about our clothing is 
that it pleases the wearer, his family and 
friends and makes friends for us.” ‘‘ The 
sun is not brighter than the man who takes 
advantage of this special sale of pants.” 
“To-day will be yesterday to-morrow, and a 
stylish pair of pants will not cost less mone 
then than now.” “ Lots for sale—not build- 
ing lots—but lots of durable, stylish and 
dressy clothing for men and boys. Our low 
prices are not reached by any.” 

Lewis GARRISON. 

Columbus, O., Jan. 31, ’95. 

pane ae +8 4 

Tue mere knowledge of how to write cor- 
rect English is the least part of the necessary 
education of a Pema =) ga dnd cnn con- 
structor. The most desirable faculty is the 
understanding of human nature, the familiar- 
ity with just the words and phrases that will 
interest and attract the public. 
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A NOTABLE NEWSPAPER. 


The daily edition of the Cleveland Plain- 
dealer for January 24, 1895, was gotten out 
entirely by about 200 of the women of Cleve- 
land. Some friend sent me a copy, and al- 
years since | called 


though it is over a | : 
can recognize many 


that fair city ‘‘ home,” 
names in the list of the staff as among the 
very flower of Cleveland society. In look- 
ing it over several features will interest ad- 
vertisers. The fine hand of the “ Little 
Schoolmaster’’ is apparent in many of the 
ads, some of which look as if they had been 
set up by Money-down Johnston. The first 
page is a full-page cartoon representing the 
men coming out and the women going in at 
an open door of the newspaper office. 

The issue is in four sections, having forty- 
four pages in all, and there are about 160 
columns of advertisements. On page five, a 
dry goods firm, Hull & Dutton, have a short 
ad of a special offer on gloves, surmountin 
a cut of a fluted column with capital an 
base, with a note at the bottom from Mrs. W. 
} Sheppard, business manager, that Hull & 

utton’s instructions to insert at top of col- 
umn had been followed. The Cleveland 
Press occupies half a page to announce a 
prize educational contest. There are good 
editorials on ‘Municipal Needs,” “The 
Ideal City,” “* Greater Cleveland,”’ etc. 

The rapid growth of the business in min- 
ing, shipping and smelting iron and copper 
ores, now done so extensively in Cleveland, 
is shown by a sketch of Mr. John Hayes, 
still living there at the age of ninety, who 
discovered the Cliff copper and iron mines 
on Lake Superior in 1843, and shipped to 
Cleveland in 1844 the first cargo of ore. In 
1852 Mr. Hayes also shipped to Cleveland 
from his mine in Columbiana County, O., 
the first carload of coal received there. 

A large project for improving the harbor 
is outlined. 

There are a number of pages with groups 
of advertisements, each page having an illus- 
trated heading across the entire width typical 
of the ads on that page, as Wholesale Coal, 
Oils, Iron Ores and Mining, Electricity, 
Shipbuilding, Pure Food, Banking, Railway, 
Hardware, Furniture and Lumber. 

These headings are designed by some of 
the staff of ladies. Perhaps a layman may 
venture to suggest to Miss Little, the design- 
er of the heading for electricity, that a lady 
and gentleman talking ey telephone over an 
electric light wire, would be very apt to have 
their ears burn, if no worse, 

On one page of reading appears a group of 
twelve portraits of gentlemen, with the head- 
ing “‘ Fair Game,’’ without comment. It is 
presumed they are bachelors. 

The profits of this issue of the Plain- 
dealer were devoted to The Central Friendly 
Inn, a good work which has been carried on 
by the Christian women of Cleveland for 
twenty years or more. 

A bid of $1,000 was received in advance 
for the first copy of the paper, and I presume 
the bidder would get one of the limited edi- 
tion which was printed on white silk. 

Tuos. D. McELHENIE. 
—— ++ -- — 
Tue man who advertises, is the one who 
often rises, 
To be among the leaders in the desperate 
race for wealth. 
With this one stipulation, that he does so 
with discretion, 

And he finds it beneficial to both bank ac- 
count and health. 
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IN PROVIDENCE, R. I. 


The daily news of Providence are 
the Evening Bulletin, Zvening Telegram, 
Evening News and Providence ¢ Shaw. . The 
Bulletin _ ae in circulation, 3 average of 
30,000; the 7edegram prints perhaps 15,000, 
and the News claims 10,000, Ttetave. The 
morning Journal gets rid of about 8,000, 
principally among business men. 

Of the weekly papers in Providence, the 
Visitor, a Catholic organ, takes the lead. 

Corbett's Herald, oy Saturday, has 
moved to No. 32 Custom House street, and 
now employs the cutting and stitching pro- 
cess, which gives the publication a decidedly 
ag ee appearance. 

s above noted, Providence has but one 
morning newspaper, and there is none pub- 
lished mornings in Pawtucket, the lively ttle 
city which adjoins this one; and as the com- 
bined population of both is about 160,000, it 
is easy to ——- that an enterprising con- 
temporary could do well. There certainly is 
a field here for one more morning newspaper, 
and the party who captures it first ought to 
make money foc the start. 

Of journalists, in the true sense of the 
term, Providence can boast of few. The 
chief among them, or at least the one mem- 
bers of the craft point to with greatest pride, is 
Mr. Alfred M. Williams, formerly editor of 
the Providence Journal. Mr. Williams is 
still in the prime of life. 

Mr. Charles H. Howland has surprised his 
friends by his success in bringing the News 
to the front. 

Of prominent advertisers, probably Perry 
Davis & Son, the Pain Killer people, and the 
Rumford Chemical Works, of baking powder 
and “‘ phosa’”’ fame, are the best known. 

he man with a scheme in the way of an 
advertising novelty, unless it be of real 
merit, will fight shy of this section if he is 
wise. Fire alarm cards, hotel blotters, one- 
time ee. and kindred flyers are 
played out here. 

There is no publication that receives a 
more cordial welcome here, from week to 
week, among advertisers, publishers and 
rinters, from office boy to the man at the 
elm, than little Printers’ Inx. 

Feb. 9, 1895. E. A. Corsetr. 





A POETIC SHOE DFALER. 
A Nassau street (New York cm shoe 
dealer exhibits the following plac in his 
show window: 


THE FYFE SHOE CO. 


Sit then thy feet, no more your corns abuse, 
| he proper study of mankind 's shoes, 
Ill-fitting shoes admit of no defense, 
For want of fit shows want of common 
sense. 
Give us a chance to fit you. 














—~+or————" 
WESTWARD THE STAR, ETC, 

If a $5,000 fire occurs in Kalamazoo or a 
cock-fight takes place in a stable on the out- 
skirts of Chicago, these events are exploited 
in an elaborate manner by the Associated 
Press. Cincinnati may have a May festival 
and bring together some of the best musical 
talent in the world, an exposition or an im- 

rtant convention, and the Associated Press 
will send out about ten lines.—Cincinnati 

ribune, 











38 PRINTERS’ INK. 


PREFERS TO TRADE WITH ADVER- 
TISERS, 

I was walking up F street with Dr. Bedloe, 
the well-known Philadelphia wit and racon- 
teur, the other evening, writes a Washington 
correspondent. He said he was going after a 
florist. I told him there were two nearer 
than the one he was looking for. 

**T am seeking this man,”’ said the doctor, 
“* because he advertises in the newspapers.” 

“Cheap flowers?” 

** Not at all; because the man who adver- 
tises in the newspapers is always up to the 
times, and he is easier to deal with. You 
laugh, but I tell you it’s a fact. I have 
studied this over, and I know from personal 
experience. For the last few years of m 
life I’ve made it a rule never to deal wit 
any business man who doesn’t advertise. I 
wanted some flowers to send off in a box by 
mail, and I looked in the paper this morning 
for the advertisement of a florist: Now, you 
see, he wants to deal with me, else he 
wouldn’t put that in the papers. I don’t 
know any of the places here ; but the rule is 
a good one, and I'll bet you anything you 
say that I can get what I want at this place 
and get it cheaper than anywhere else, or at 
any flower place that keeps its name out of 
the newspapers. The business man who 
doesn’t advertise almost invariably cheated 
me, on the theory, I presume, that I’d come 
there anyhow—or that his reputation was 
made and he could do what he pleased. I 
have always found such a man narrow- 
minded, | selfish, non-enterprising, penny 
wise and pound foolish, even if he didn’t 
cheat me outright.”—Stoves and Hardware 
Reporter. 


Side ilies ci estoy 
TOO BAREFACED FOR PLUMBERS EVEN, 


It seems that our trade cannot hold a con- 
vention, no matter how small—even a State 
meeting—but what some enterprising printer, 
seeing a chance to make a dollar, secures by 
a vast amount of flattery and praise the con- 
sent of some one or two to use the name of 
an association to induce, aye, even black- 
mail, houses into advertising in, say, a souve- 
nir or fake book. Agents run from one 
part of the country to another, stating that 
they represent the entire national associa- 
tion of master plumbers and inform those 
“marked”’ for an ad that they intend to 
issue so many hundred or thousand, as the 
case may be, and all under the auspices of the 
national association. These agents oft-times 
are so blunt that a refusal to advertise is 
extremely liable to bring a threat of boycott 
from the association he is supposed to repre- 
sent. The advertiser looks upon the money 
he therefore feels blackmailed out of as a 
pure gift to the master plumbers. But it is 
not even a gift, for without exception the 
master plumber or association, as the case 
may be, does not receive the money secured 
from the advertising. It is the enterprising 
schemer who started the idea of the souvenir. 
He usually gets the privilege to publish same 
fora onal sombboreaion and quietly laughs 
in his sleeve when, to keep up his bluff, he 
puts out perhaps a hundred or two of the 
wonderful “souvenirs” that his agents 
shouted so much about.—Pluméers’ Trade 
Journal. 


THE CHICAGO VIEW. 

The reason the hotel men of large cities do 
not advertise in daily papers is because it 
does not pay and cannot 
The Trade Press, Chicago. 


made to pay.— 


SHOPPING AND ADVERTISING. 


The ethics of shopping are, or should be, 
closely connected with the ethics of adver- 
tising. In fact, to obtain the best results for 
both the shopper and the advertiser, they 
should be made inseparable. 

The ethics of advertising, at least so far 
as the columns of the daily newspapers are 
concerned, have, by shrewd advertisers, been 
formulated into an exact science. The suc- 
cessful business man purchases a certain 
amount of space and sets about to use that 
-— so that he will enjoy large and profita- 
ble sales, and secure and hold good, regular 
customers with the least expenditure con- 
sistent with his means and sound business 
ape 

ence it is that when a reliable business 
house advertises its goods in the daily news- 
papers, the customer takes no risks or 
chances. The purchaser knows just where 
to go, what the gang and appearance of 
the goods are, and just how much will have 
to be paid for them. The merchant, thanks 
to the newspapers, is able to furnish the in- 
formation and facilities with a minimum of 
expenditure, time and trouble. 

f course, every shopper does not go 
directly to the store, ae the article she 
needs or has seen advertised, and go about 
her other business. Such an invariable pro- 
ceeding would rob shopping of more than 
half its pleasures. The merchants them- 
selves do not seek to abolish the “ shopping 
habit,” for in certain ways it adds to their 
business and profits, just as expeditious pur- 
chases do in other directions. 

There can be no doubt, however, but that 
the shopping habit is sometimes overdone, 
and here is where the ethics of shopping may 
properly be applied to the ethics of adver- 
tising. The Toe York Press suggests that 
it is a violation of the ethics of shopping to 
take too mych of a saleswoman’s time in 
examining goods which are not wanted, and 
that “‘ women before starting out on a pur- 
chasing tour should know, as far as possible, 
where they wish to buy, what they wish to 
buy, and how much of it.” 

=. of course, is where the proper appli- 
cation of the ethics of shopping to the ethics 
of advertising would produce the best results 
for all concerned. Shopping, however, can 
never be made an exact science. 

Improvements in the ethics of both shoppin 
and advertising must come largely throu 
constant study and feeling of the public 
pulse. A change in the latter produces a 
change in the former. It is largely a cam- 
paign of education, and this is why the 
steady, persistent advertisers are the most 
successful business men from every point of 
view. 

Thanks to shrewd and generous adver- 
tising, the shopping habit is to-day less an- 
noying and expensive to the merchant than it 
has ever been in the ‘past. The 7imes does 
not suppose there is anything in ordinary use 
of which the shopper asaiet kines everything 
essential through its own advertising col- 
umns, so broad and exact has the science of 
advertising become. 

The merchants who do not advertise, and 
the “shopping fiend’ are rapidly becoming 
fewer in numbers and less in evidence.— 
Denver Times-Sun. 





Se 

He that believes in the truth of what he is 
writing can convey that conviction to his 
readers. It is such advertising that has 
built up big businesses in this country. 
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A PAYING AD. 


He was an undertaker grim, 

And life held ne’er a joy for him; 

For in the town a year he’d been, 

And not a corpse had come to him. 

And yet, he was the only one 

By whom the deathwork could be done ; 
For the little town was scarce alive, 

And competition could not thrive. 

So as he pondered drear one day, 

He these wise words did softly : 

“ The air is pure, the doctors good, 

And no one could die if he would $ 

And since I see that no one dies, 

I guess it’s time to advertise.” 
Straightway he wrote a full page ad, 

In a hand that would drive a printer mad. 
And uato the Weekly Boom he came, 

Where the editor, Bill Jones, by name, 

Was wondering how his family could 

Live on subscriptions paid in wood ; 

When in the undertaker walked 

And said, nor smiled he as he talked, 

** I’ve a full page ad, which if you have room, 
I'd like to insert in the Weekly Boom ; 

And I’ll pay in advance,” he produced the 


red— 
But got no farther, for Jones fell dead. 
He took the page to the old press-room ; 
“ This is to go in the Weekly Boom,” 
e said: “ And sure and not an error 
make 
For my reputation is at stake.” 
The printers took it and one poor fool 
Killed himself with a column rule, 
When the other one on the copy looked, 
He gave one groan and his goose was cooked. 


~ The undertaker buried them all 


With finest trappings from hearse to pall. 
So the money into his coffers rolled 
And to the people the doctors told, 
That a dread disease, Astonishment, 
Had killed these men, and a quiver went 
Throughout the village, and on that night 
Some twenty people died of fright. 
The undertaker gathered them in 
And loaded himself with the gleaming “‘ tin,” 
And a queer look comes to his somber eyes 
As he says: “‘ It pays to advertise.” 

J. M. Paxson. 


PE len ON ne ta 
CINCINNATI'S FIVE-CENT PRESS. 

It is rather astonishing that a city of the 
size and importance of Cincinnati will toler- 
ate, not to say support, —— which 
fix the charge for copies of their daily edi- 
tions at five cents each, yet it is a fact that 
the two Jeading dailies of that city make that 
cha In these days of rapid printing, 
vastly improved machinery, Cont! in the 
shape of labor-saving devices and facilities 
for gathering news, such a charge is beyond 
reason, and should be lowered. It is a di- 
rect injury to the community at large, and 
to the advertising public as well; and while 
the proverbial patience of the general public 
is never surprising, it is strange that adver- 
tisers have not made their influence felt in 
the premises.—Enugraver and Printer. 


One of the handsomest and most attractive 
show windows in the city is that devised by 
the window dresser of the A. L. Tanner 
House Furnishing Company. It represents 
the .typical log shanty of ’49, with every- 
thing incident to those pioneering days. An 
old-fashioned, long-barreled, muzzle-loading 
shotgun and a bunch of coon skins intensify 
the reality of the scene, while a number of 
rabbits, squirrels and birds give a life-like 
appearance to the surroundings.—MM7/wau- 
hee News. 
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AN EFFECTIVE WINDOW DISPLAY. 


ohn Blakeley has about the largest cigar 
awk tobacco store in New York City. It is 
in Broadway, opposite the post-office. _ 

Mr. Blakeley is famous for unique window 
displays. Just now he is claiming the atten- 
tion of passers with a pool of water in one of 
his windows, in which floats a miniature 

acht, whose sails are kept flapping by a 
Toeess from an electric fan. 

At the yacht’s peak is an ensign—her name 
is the Ensign—and the pond is walled in with 
tin packages of Ensign tobacco, while a con- 
stant stream of water flows down over an in- 
clined plane labeled Ensign, and falls over a 
cataract of glass, behind which appears this 
legend : 





A PIPE COUPON 
is packed with every two ounces of 
ENSIGN TOBACCO, 
30 of which entitle you to a 
Genuine French Briar Pipe, 
with hardened rubber holder. 








The rear of the window is dra: with 
small flags, and the whole effect is one of 
motion and color. 

It takes with the crowd, and has brought 
much trade for the American Tobacco Com- 
pany’s Ensign. It is a good example of 
what may be done to impress a trade-mark 
name on the public mind. 


+o 
ADVERTISING LIKE FISHING. 
By E. L. Smith. 

Did you ever see a fellow fishing off the 
end of some old coal wharf just where a sewer 
emptied ? 

e has taken a day from work to catch 
some fish for the cat. 

See him. He baits his hook, as well as he 
can for the rust on it, with a soft and odor- 
ous clam he found outside a fish market. He 
throws it over into the dock mud. Yanks it 
up. Throws again. Throws to the right, to 
the left, forward and back, balances and 
swings to partner, or at least swings it around 
his head, and lets it fly out as far as he can. 
His bait is now water-soaked, if not all worn 
off the hook, but so long as he can smell it, 
he keeps it going. Finally he pulls in his 
line, winds up, and goes off empty-handed, 
grumbling that the fish don’t bite. 

Now go out of some little fishing village 
with a hard-headed, old salt-water dog of a 
fisherman. He takes a dory and goes to the 
a yy He has alittle box ; there’s 
a snack in it fora midday meal. e has a 
big tub—there’s daz¢t in it! He selects a 
food: strong line, with a stout, clean, sharp 

ook on it; puts a good, generous bait on, 
and—just drops his line down easy! In a 
little while he pulls it up. Bait is half torn 
off. “*Good !’’ he _ = Off comes the bait. 
A new bait, a little larger, a little nicer bit 

rhaps, is put on carefully. Down goes the 
ine. Ah! there he hauls, easily, hand over 
hand, and into the boat he tumbles—a big, 
honest codfish ! 

The first fellow was fishing—for fun, and 
didn’t get any. The man that was fishin; 
for fish, is making his living at it day after 


day. 

‘And so the man who does a little desultory 
advertising, as a rule, comes off empty- 
handed, while the advertiser who makes a 
business of advertising ; whose strong line is 
his reputation ; whose stout hook is desira- 
bility of article ; who uses fresh bait in every 
advertisement, lands his fish as a matter of 
business, because that zs his business, 


40 
GREAT NEWSPAPERS. 


To what extent are the great news; rs 
the most desirable advertising idioms?’ ie 
money expended in them sure to be a better 
investment than that spent in papers not so 
well known? Great ee agg e the New 
York Sun, the Philadelphia /tem, Chicago 

‘ch, Cincinnati Euguirer, Baltimore 

Sun, and St. Louis Repudlic, have necessarily 
lations and an class of 

lers, and are, therefore, valuable me- 
diums. Still, their columns may not be so 
very much more desirable for an ordinary 
advertiser to use than those of some of their 
less known and possibly inferior contempo- 
raries. If the greatest newspapers were the 
only desirable n editor 
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LUCK OR PLUCK? 


A practical man of Ky., 

Who was shrewd, enterprising and ply, 
His goods advertised 

And a pile realized— 

But his friends only th think he was ly! 





“My goods edvciton themselves” is a 
saying that sess well with “ Let the dead 
bury their dead. 


a 
Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








would be more competent to select a list than 
a professional advertising expert. It is fre- 
quently asserted that one cannot pay too 
much for the best, and that, notwithstanding 
the high price a first-class — per may 
charge for its advertising space, the amount 
of publicity it insures — po dy advertised 
in its columns justifies the oo of the 
charge. It must be acknowled however, 
that the thing can be carried a Tittle too far, 
and it is possible that in arranging their rate- 
. cards some great ey have already 
reached, if not passed, the limits. A leading 
newspaper of a city, State or section is always 
certain of receiving a certain amount of 
sesstem, simply because it is the leading 
newspa A large portion of its space is 
generally "filled with irth, death and mar- 





riage and. 
road, theatrical, real cotate and omelet adver- 
tising. Then many new and mp eee rend 
py ores ey < P . 
able proportion of their money, = they are 
cuppeeel to do, in worthless mediums, are 
more often led to invest it in the great news- 
papers, whose greatness, being known to 
them, they think can’t fail to worth the 
cost, whatever it may be. As the price of 
advertising space is largely influen by the 
demand, all this naturally causes the ub- 
lishers of the great newspapers to as 
pretty high price for their space, which the 
advertiser who advertises simply for the 
profit he may make out of it must pay or 
stay out. The second-class papers, however, 
which are less known outside the cities or 
States they are published in, do not dare to 
demand more for their space than it is worth. 
They have not sufficient greatness as news- 
papers to cause an advertiser to confuse that 
with their actual merits as advertising me- 
diums, but like the humble dodger, poster or 
cireular, they have less to commend them to 
the favor of advertisers. They sometimes, 
» give iderable evidence of their 
ability to secure a certain amount of publicity 
for acomparatively moderate amount of cash. 
ben publishers of such papers realize that if 
do not put their rates sufficiently low to 
employment of their columns profit- 
able, they will not get any business. B. 
—_—_+o+ 
A WasasH avenue cafe has this on the 
pw pred “You can go — pay more 
t rer service than you can get in 
oad a Chicago Tribune. st 











One of these rr milling papers used to 
calmly claim a circulation of 22,000 copies 
each issue. It actually circulated about 400 


copies. It would just as calmly have claimed 

coo and circulated 200, except that it knew 
iar there were not so many mills in the 
country.—A merican Miller. 








. =~. 
STAMES EOF FORE RAL 
A DEnesEe to etree: rem) letters. Good! 
- GOODWIN, 1215 Broadway, N. Y. 
Pian, straightforward printing (like Prixt 
ERs’ Ink, for instance)—that is the kind you 
want ; that is the kind that pays; that is the 
kind I do. Address WM. JOHNSTON, Manager 
Printers’ Ink Press, 10 Spruce St., New York. 


FOR $10.00. 


Advertisement.—A publisher wishing to insert a 
short statement of ten lines or less in the 
with and 











he. in thé American ‘N. D 
7) ne ican Ne r Di- 
recto: Hor 1895, do so at the no: uF 


ry, price 

of ten dollars, which price will include a free 
copy of the Directory t to be sent by express as 
soon 4 issu: Ten lines will accommodate 
words, but a smaller number cf words 

will not be Fe ay for less vie the price 
named. \ditio - matter ma; ii at 


sort will be expected b 


be dedu: All ents of 

cated will be set in A type (of Vz A 
@ specimen), and ll be the word 
“Adve: ment.” In this way it will 


nection with the description of the 

the nominal! price of ten do wh 

clude a copy of the book sent wos by express, 

reproduct be mands from & phatogteeh 
juction can le from a pho! 

one other picture, and for this work th caret 


be no extra charge. Such h a picture may prove 
ani tt: ve orticsmant. It 





a 

would aj posse as publisher who owns an 
office bul ding worthy of illustration, or who 
desires that his face shall become khown to 


- — Ay and others, may wisely a him- 
4 of the pri here offered e cut 

not exceed one inch in le or in 
width and in ap ce is subject to the ap- 
proval of of — itor of the Direc 


e 
tet Directory for ——— years will find ane 


men pictures newspx.per 
Made oo a peseee rowns an office it is well to 
let the fact be 


nowu ; for the properous 
vertise: , 


pereiare are those rs — = 

ink most *tikely a pring ot 

turns. Publisher‘ wesiring both the announce. 
e copy of the 


twure, and but 0: 
Directory, will pay 35 for the combined serv- 
1 E ord extra for each wo: 
Address all communications 
SPAPER DIRECTORY,No, 
10 Spruce St., New York. 
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100,000 # “a.com 
The St. Louis Chronicle, 


E. T. PERRY, Manager Foreign Ady. Dept. 





53 Tribune Building, 503 & 604 Boyce Building, 
NEW YORK. CHICAGO. 














“* The WICKED cease from troubling and the WEARY are at rest, 
Hi||| When 66 ”? I 
| wae New Model is once oon ished in your press-room. 
j||| Try it and be CONVINCED. _% 


||| Campbell Printing Hoe} 
| Press & Mfg. Co., 


884 Dearborn Street, Chicago. = 
1 Madison Ave., New York. ~ 














: MORKING TIMES a 
i : POPULATION 

ca 
. ww 2 ws 80,000 we 















The leading morning and evening family newspapers 
in that locality. Rates for advertising are 
cheaper in proportion to circulation 
than any other Dayton papers. 


Combined Daily Circulation 14,000; Weekly 4,500 













For further information 2 > 4 
address . 4 2 

+. $ 

H. D. LaCOSTE, 3 $ 
38 Park Row, $ 9,500 Daily. 3 
New York. ° b + + + + + + + 4 + 4 4 4 he hb bp hn i he 4 
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CALIFORNIA 


is the greatest fruit- 





growing State in mt 
SAN JOSE, The 
Git.” is in Santa 1 HOUSCKCEPEr 


Clara County, the gar- 
den spot of the State. 


THE 


SUN JOSE MERCURY 


is the leading daily) 





paper, and completely) 


covers the 
which is larger than 
the State of Rhode 
Island. 


Nt i ee 


County, | 


| 
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Women Buy 





MINNEAPOLIS, MINN. 


Is a Woman’s Home Paper. 


To sett to 120,000 Famities 


Advertise in 


.-The Housekeeper... 





EASTERN OFFICE: 


S17 Tempe Court, New York. 


c. E. ELtis, Manacer h 
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We commence closing 


.-April Issues of.. 


VICKERY & HILL LIST, 


Aucusta, Marne, 


.March 5th.. 





Three good months of 1895 have 
passed without your advertise- > 
ment in our list. It is too bad to 
have lost so much time. Your 
business might have been largely 
increased. COMMENCE NOW, 
and by vigorous advertising 
make up for the lost time. Par- 
ticulars gladly sent. 


PROVED 0 0 
CIRCULATION 1, YUU, 


Largest in the world and most 
profitable for advertisers. 


EACH 
MONTH 





New York Office, 6517 Temple Court. 








J 


CUO. 





C. E. ELLIS, Manager. q | 


eee ry ngteoaeal i 
THE 
YEAR BOOK 
--ISSUE.. 


Inasmuch as the Post-Office Depart- 
ment will not distribute the interdicted 
issue of PRINTERS’ INK without prepay- 
ment of pcstage, 10 cents a copy, on each 
separate book, and inasmuch as, on this 
account, we have fully two thousand 
copies on hand in excess of those in- 


| tended for the ordinary demand, this is 
to make known to interested parties, 
|everywhere, that we will receive and 
execute orders for this book at 10 cents 
each or $10 a hundred, until the edition 
| is exhausted, and will prepay the postage 
or freight in every case. 


Address, with CASH, 
PRINTERS’ INK, 
10 SPRUCE STREET, NEW YORK. 














From the 
City of Homes. 


Every week these religious denominational 
home papers go forth to the best religious homes 
in this locality. They have been the leaders here 
in their respective denominations for from 19 to 
74 years. They provide the only way for an in- 


dorsed introduction to the relig homes here- 
abouts. These are the homes from which the 
best results are now to be obtained by advertis- 





ing. There they are gratefully received, confid- | jj 


ingly read and lovingly cherished. They com- 
bine quality and utility to so great an extent 
that now a general advertiser cannot cover this 
field properly without the aid of these papers. 

These are general truths presented for your 
individual application. We want totell you the 
separate details about each paper’s fitness to help 
your business. But we need you to ask the first 
question. 








ms. Sunday School Times 

em PHILADELPHIA. 
On 
Your 
List 

Instructor 

Write to us for Recorder 

fuller particulars. 








Over 220,000 Copies 
Religious Press 
Association 
Phila 


' 


PRINTERS’ INK. 
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The Sunday Fehaol Canes 


Appeals to the waele family : 

Pages 1, 2, 3,4, “ Editorial,” “ Open Le 
“From Gontibetors” are Siitien’ tar — 
ze geal the best religious thought for daily 


emai 


Pages a Belpe ore 
without AL ta a tlher and quali ity of the 
iterary —— to elucidate the Sunday School 
lesson. No Sun School teacher is homeless 
and this is the most eagerly studied home in- 
structor of the teacher. 


ee 5, “‘ For Children at Home,” 
inal matter enjoyed by children and 

to read to ro children. 
9, 10, 11, 


Pages 12, 13, “ Books and Lag yaa > , 
Notes and News,” interest the boo! | 
book buyers by the best book bt 


14. 15, 16, “ Worth Tepestine ” and 





advertisements—but we want to talk to you 
about the advertisements, 
Put 
It AVERAGE FOR 1894, 
On ..161,342.. 
Your COPIES WEEKLY. 
List RATE: 
High-class circu-| 80 CENTS PER LINE 
lation for less than | For One or More Times. 
1,000 copies issued. 








Write to us for fuller particulars. 
Religious Press 
= Association 
Phila 





va 


ow the bright 


JIS SI HII 
ae—WOMANKIND 


The man that doth not advertise his goods, 
a is —o moved to liberal use of printers’ ink, 
a grieve, and feel dead wrong ; 
The me Sotioms his trade are as slow as mud 
And his business life rank failure 
Yes, all such men go busted. —Shakeapeare up to date. 


Delights task! to ae the telling “ ad,” 
nquirer where to buy, 
To lace the news of business ’fore the eyes, 
To help the enterprising dealer, and to bring 
Bright, glittering dollars to his growing purse.—Thomson up to date. 








The Farm_News and Womankinp are up to date in all the 
essentials of circulation, reasonableness of the ad rate, and charac- 
ter of their contents. They have proven and are now proving them- 
selves of great value to advertisers, and will do the same for you. 


eeeeeee22FFIIIIA2 





PALA ALPALALEA 






THE HOSTERMAN PUBLISHING COMPANY, 
SPRINGFIELD, OHIO. 


.-..GEO. S. BECK, AD MANAGER.... 






4 
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IT COVERS 
THE GROUND ! 


Going as it does into more com- 
fortable homes than do any other 
two papers in Milwaukee, 


The 

Evening 
Wisconsin 

is the only newspaper that NEED be 


used by advertisers in order to reach 
the cream of the Milwaukee trade. 





THE EVENING WISCONSIN COMPANY, 
MILWAUKEE, WIS. 





Eastern Branch Office : 
10 Spruce St., New York. 
CHARLES H. EDDY, Manager. 


ele 
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New England 
People Read 


NEW 
ENGLAND 
MAGAZINE, 


and they (New England 
people) are 
EVERY WHERE. 
Sample Free. 


WARREN F. KELLOGG, Publisher, 
BOSTON. 





FRANK E. MORRISON, Special Agent, 


TEMPLE COURT, NEW YORK. 
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re) 

: “D ton, Ohio, P 

s Dayton, Ohio, Press, 

= 

$ GUARANTEES TO ADVERTISERS MORE CIRCULATION IN DAY- § 
® TON THAN ANY MORNING AND EVENING PAPERS COMBINED. 
: aaa en Peete 

: CIRCULATION FOR JANUARY. ‘ 
EM SEs ohidetaasbahtes: Sshnmnss | RE ELSES ee eres ae 9,100 
Sits pnhabawrorsipialbsieensiniie NE Rs ccs Mltiborsstiien os 9,000 ¢ 
RR entonte ie: ST Mi eitsts ha esseace pesos esics.ya 9,400 ‘ 
SERIE EgE te... 8,900 | 20 SUNDAY ‘ 
nc uintainretsoes sven =< scahees EBs Stunteliny dyes ones 9,000 
@ 6 SUNDAY tabs epveedhin/ Fails tied 9,000 § 
ss ce celestediy) doinseedsobabi i eA RMSE 9,100 
SE aipesoxagerarrceeusesrogsity Ee ccreliviceos soctee 8,900 
BRE Micro vocorecesceoovenorsenees bg, ESE 9,100 | 
eC ee ID iiss tistics ate ccsciicn 72,400 | 
RR itischity ssn sinsc di iglasovs ds 9,000 | 27 SUNDAY 

SM adiiilelii is tees priieee stots is te aR Sek 9,200 
5 13 SUNDAY cushy saenoe teercptacnocien 9,100 
RE ps0stePrnce+oncpect omnes oa Ee eee ,200 
coh ao shwi Me addivt bes -dniced MD DI os on 2:4 «95457 sh 0 0500 enmtogees 9,200 § 
ik cetithinietipecrcestyerryes 9,000 —— | 
: tiie sedien: Sere hea eens + 815,665 ¢ 
" AVERAGE DAILY FOR JANUARY, 11,689 ‘ 
D LOUIS V. URMY, EASTERN MANAGER, ‘ 
x TIMES BUILDING, NEW TORR a 



































Important 
To 


Advertisers 


The 
Leading 
Paper 


In 
Delaware 
Is 


The 


News... 


Published 


At 
Wilmington 


Edgar M. Hoopes 


Manager. 
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R-[-P-A-N-S 


Never but One. 


Mr. P. T. Barry, who has 
general charge of the ad- 
vertising contracts of the 
Chicago Newspaper Union, 
is compelled to pass a large 
portion of his time in jour- 
neyings to and fro over the 
country in the interests he 
represents. Speaking of 
Ripans Tabules, Mr. Barry 
says that he has carried 
them with him in his satchel 
on all his trips, since he first 
became acquainted with 
their excellent qualities. 
He uses four or five a week, 
being always particular to 
take one after a hearty or, 
more especially, after a 
hasty meal. He never re- 
quires more than one. Mr. 
Barry does not remember 
how he was first induced to 
make trial of Ripans Tab- 
ules, but now he buys them 
of the nearest druggist 
whenever his supply is ex- 
hausted. His last box he 
procured from Buck & Ray- 
nor’s drug store in Chicago. 
“They are specially con- 
venient,” Mr. Barry says, 
and “a mighty nice thing— 
just what a man needs when 
traveling, if he needs a 
medicine at all.” 


Ripans Tabules: Sold by oom egists, or by 
mail if the price (so cents a is sent to 
The Ripans Chemical Common, No. 10 








Spruce St., New York. 
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By JOSEPH R. DUNLOP. 
$00 OOOGee-- 
A WORD TO CRITICS. 


Criticism is easy work. It is much easier to sit on the fence 
and tell the farmer how to hoe corn than to grasp a hoe and doit 
yourself. 

Within the course of its comparatively brief existence THE 
Cuicaco Dispatcu has been the object of more criticism than all 
its local contemporaries combined. For two years the journal- 
istic critics and wiseacres have been pouring broadsides of criti- 
cisms into this paper. We believe that a few words in reply may 
be justifiable at this time. 

We are fully aware that THe Cuicaco Dispatcn is “ not 
like other papers.”” This is not due to accident but to design. 
Look about you. The local journalistic gravevard is filled with 
fresh-made mounds. Tue Cxicaco Dispatcu has not bought a 
lot there yet. 

“Tue Cuicaco Dispatcu is sensational.”” We admit the 
truth of that charge. There is no sensationalism in a cemetery 
ora funeral procession. This paper is a journal for live people. 


“Tue Cuicaco Dispatcu prints news that other papers sup- 
press.” True; but the Dispatcu is a newspaper. He who 
wants history should go to a bookstore; if he wants Sunday 
school stories let him revel in the delights of the Church Worker 
and Temperance Bazoo ; if he wants a cure for insomnia let him 
read a daily which suppresses live news; if he wants the latest 
fashion plates from Paris let him subscribe for the Evening Snob, 
“*the woman’s own.”’ This paper is not the official organ of the 
snobs and tuft-hunters. 

“Tue Cuicaco Dispatcu’s news policy is contrary to the 
best interests of society.” Society itself already has refuted this 
ridiculous charge. This paper has the second largest evening 
circulation in Chicago and it is constantly growing. It is a paper 
which protects the best interests of the people and is supported 
by the best class of readers and the most substantial business 
houses. 

Tue Dispatcu invites criticism. It is absolutely sure of its 
position. It is entirely satisfied to let its contemporaries do all 
the criticising. 


Are You a Live Advertiser ? 
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THE FOUNDATION 
OF A... 


Successful Newspaper: 


Brains, 
Capital, 
Experience, 
Energy, 
Indomitable Perse- 


verance, 


Knowledge of the Needs 
of the People. 





The GLOB 


91. PAUL... 


Has All These. 
The Result: SUCCESS! 
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WE HOLD THE PALM A 
LONE STAR STATE. N 
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Daity-8,650-SUNDAY~11,475 
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™ An advertiser says; © 


“, 
=F 
ad) 


NG 
7 


£ We 
PSE 3 
aS » x 
wan “The Rocky MounTaINn News pays the best 
BY dividends to advertisers of any Denver WW 2) 
“SY publication. Ve 
uNG yen 
pes ’ ° Sy 
Sans ‘ES 
> Itis a fact 4 
FY. a 
1) That the Rocky Mountain News hasthe “4% 
¢ ) 
es largest circulation (and it is all paid for) of g A 
He N any MORNING OF EVENING paper published ye 
SS ‘ ‘ . ‘ A SH 
Nat between the Missouri River and Pacific ey 


) 


A F Coast. S) 
cs e 2h 
@ It is also a fact e 
Me That the circulation of the Rocky Mount- “*¥ 3) 


AIN News is published on its editorial 4s 
page every day, is sworn to and is absolute- Ye 
ly proven. Bix 


remains a fact also 


That the publisher of no other Denver eS 





newspaper gives advertisers like informa- YS 
S 









tion. Write for terms. 





THE ROCKY MOUNTAIN NEWS, 
DENVER, COLO. 






New York Office, 11 Tribune Building. 
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The Cost is NOT the highest, 
While the Service is the Best— 


And all who run can read our signs 


As well as those who rest— 


in the 


-960- 


Waiting Rooms 
of 


The Chicago, Milwaukee & St. Paul 
Railway System 


Controlled by G. S. Mackenzie, 
Chicago, 





1160 Monadnock Building. 
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The Practical Side 


of advertising—the side that 
appeals to the man who pays the bills 
—is the chief thing for an advertising 
agent to consider. 

Experience counts. 

When blunt, unvarnished state- 
ments have greater effect than pretty 
phrases, we are blunt. If we think 
big, black type will sell more goods 
than a dainty design, we use the type. 
All depends on where the ad goes. 

We never forget that. 





Advertising is for the direct and continual 
increase of your income, 
Or it’s for nothing. 


If you will tell us what, where and how ex- 
tensively you want to advertise, we'll prepare 
you some effective ads, and a list of papers 
with prices. 


ion & Thomas, 


Newspaper and Magazine 
Advertising, 


Y Mebehh ded ded dd ded dd ded dé dbd bt heb bb hte be 


45-47-49 Randoiph Street, 
Chicago. 
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These are the 
Foot-prints 

or Successful 
Advertisers 


Who planted their announcements in the 





PIERCE S 
> DISPENSaRyY 





Nr 
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fertile columns of 


oo | HF e--- 
OMAHA BEE 


The BEE is successful as an advertising 
medium because it gets results. It does 
this because it thoroughly covers its field, 
and because its thousands of readers be- 
lieve in it. It covers the State of Nebraska 
like a blanket: not a city or town in 
which the Daily and Sunday cannot’be 
found ; not a village or hamlet in which 
the Weekly is not a welcome visitor. 


KNOWN CIRCULATION: 
Daily, 25,000 
Sunday, = = 30,000 
Weekly, 42,000 
fan b> ] 


A. FRANK RICHARDSON, 


Chamber of Commerce, Tribune Building, 
Chicago, Il 
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“In her ‘Post-Intelligencer’ 
Seattle has one of the four great 
papers of the Pacific Coast.” 


—‘Harper’s Weekly.” 





A GUARANTEE. 


The Post-INTELLIGENCER hereby guarantees 
its advertisers a bona fide aid circulation, 
Daily, Sunday and Weekly, double that of any 
other newspaper published in the State of Wash- 
ington. - Advertising contracts will be made 
subject to this guarantee. 






















A. FRANK RICHARDSON, C. A. HUGHES, 
Special Agent, Eastern Manager, 
13, 14, 1§ Tribune Building, 93, 94 Times Building, 
New York. New York. 
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Cleveland World. 


B. F. BOWER, Vice-President and Treasurer. 
71 & 73 Ontario St., 
CLEVELAND, O., Jan. 29, 1895. 
Mr. Wm. Johnston, 10 Spruce St., New York: 

Dear Sir—The inclosed check for $100 is to pay for 
twenty-five hundred pounds of your one, only and best news 
ink, which please ship at once. Your ads in Printers’ INK 
sound like sections of artillery fire. There is no mistaking their 
meaning. The last ink traveler who called told me in dead 
earnest that it was reprehensible in us to countenance a concern 
like yours. I laughed, and suppose you will. I told him, and I 
tell you, that the ink runs well, and we have been entirely satis- 
fied. Yours truly, 





\ 








The ink salesmen who lie about my inks are rapidly coming to this condition. 





The NEWS INK I sell actually costs more to make than any other News Ink made in 
America. The only reasons why | can sell cheaper than others do are to be found in these 
four solid facts: (1.) I make no bad debts. (2.) 1 fee no pressmen. (3.) I employ no sales- 
men. (4.) I keep no bookkeeper, 

I get the money in hand first ; then you get the INK—p.d.q., and if when you get it 
you assert thatit is not O.K., you ship it right back, at my expense, and I return your 
cash q.d.p. 

When you buy of me you pay for INK—and nothing else ; but you still pay a fa'r 
profit on the cost of producing the best ink it is possible to make. 

When other dealers adopt my methods of business they will all undersell me; for they 
can all produce the inks THEY se// at less cost than I can produce the inks I sell. 

I recommend all persons to inclose six cents in stamps for my beautiful price list, 
printed in five colors, with a living picture on the outside cover. Address, 

Witiiam JoHNsTon, MANAGER PRinTERS’ InK Press, 
to Spruce Street, New York City. 





Printers everywhere are beginning to assert that my News Inks are better (very 
much better) than any others. The strangest thing remains to be told, for no other Job 
Inks approach mine in quality, even when sold at sixteen times my prices. 
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SEWELL-CLAPP MANUFACTURING COMPANY, 
Envelopes, 
210-216 South Water Street. Telephone Main 3702. 
CHICAGO, Feb. 5th, 1895. 
Wm. Fohnston, ro Spruce St., New York, N. Y.: 

DEAR SIr—Please name prices at which you will furnish us the equivalent 
of inks named below in quantities named and state how you propose to 
guarantee such qualities as we desire; see our previous letter. We do not 
wish to order of you simply on your guaranty that your inks will be as 
good as those below mentioned, but that they will be as satisfactory tous. We 
will trust you with check in advance if you will trust our fairness in judging 
the inks, If any or all of the goods prove unsatisfactory we wish them 
promptly taken off our hands carriage free. If you catch us once, you can 
probably catch us steadily. 

Yours truly, SEWELL-CLAPP M’rc Co., 
Clement L. Clapp. 














3 lbs. Wade’s Bronze Blue, list, $3.00. 
5 Ibs. Wade’s Ex. Fine Q. D., job black, list, $1.00. 
5 lbs. C. E. Robinson’s Lemon Yellow, list, $1.50. 


20 Ibs. "= we White, list, .50. 
1 lb. J. K. Wright's Ultra Blue, list, $3.00. 
3 lbs. ‘ " Deep R. R. Red, list, $3.00. 


10 Ibs. Wade’s Book Black, list, .50. 





Wm. Johnston, Manager. 
NEw York, Feb. 7, 1895. 


Sewell-Clapp M' fg. Co., 210 South Water St., Chicago: 


GENTLEMEN—Yours of the §th at hand. The Bronze Blue, Lemon Yellow, 
Ultra Blue and Deep R. R. Red I will match for one dollar a pound, or 
twenty-five cents a quarter-pound can. 

The Job Black, listed at one dollar, I sell in three-pound cans, for one 
dollar a can. 

The white ink, listed at fifty cents, and the book ink at the same price, I 
sell in five-pound cans, for one dollar a can. 

If you assert that the inks are not satisfactory, you may send them right 
back, and you will get your money again by return mail. 
Respectfully, 


PRINTERS’ INK PREss, 10 Spruce Street. 














Ws. JOHNSTON. 











I sell the best printing inks ever made, at the lowest 
prices ever heard of—but always for cash in advance. 


















SEND FOR MY NEW PRICE LIST. 






Address 
WILLIAM JOHNSTON, Foreman PRINTERS’ INK PRESS, 
10 Spruce Street, New York. 











New York Advertising Office: 
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The Detroit Suns. 











RESTORED 
ILLUSTRATED. SUNDAY. 

i eee 98,920 April &.......... 26,528 
ge” RS 98,632 ADT 15. ..0.0 0.0005 25,927 
OE eee een OREO. AGU SS. 65s nences 25,824 
AEN, BG oo. 4 05:60 102,621 April 29.......... 26,927 
ee  Giis. cues 104,002 May 6.......... 27,002 
Be SR bie Vile ror,603: May 25. 0.2.4 ss 27,628 
BM. Skene ass Se Tossa wey 806 2 SA 28,212 
BE. BO cccn acces 8 ee ae) Ne 27,644 
ME Ws hos « hap SGe UE Boas 90 508 24,816 
POMC O.cc occ ccce EOGOTS JURE 20,66. 6 6050 25,718 
a eee ke oO) aes 22,674 
ee 92,782 JURE 64... 26.00. 23,601 
Serer te wee Ssesecceccs 26,823 
ia Pree. tlds lee RPSL S 24,617 
ge” See 92,998 July 15.. 21,692 
a, ae SRE. JSF 88... . nnecss 23,818 
a ee ye cp de Oe Se 25,978 
August 4....... 95,898 August 5........ 27,819 
Aggust 11 ......-+ 98,981 August 1r2........ 24,332 
August 15... ...::. 94,628 August 1g........ 25,718 
August 25....... 92,701 August 26........ 23,809 
September 1.... 93,001 September 2..... 25,819 
September 8.... 94,718 September 9..... 22,602 
September 15.... 84,021 September 16..... 21,216 
September 22.... 89,926 September 23..... 24,781 
September 29.... 91,763 September 3o..... 24,615 

OS ae 2,544,700 > Se oe 656,140 


Average weekly circulation 
for the past six months, 


97,837- 


PPSKOSORE 
W. C. BAKER, Business Manager. 


Average weekly circulation 
forthe past six months, 


25,236. 








Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 


D. A. DELANY, Notary Public, Wayne Co., Mich. 
RATES ARE Low. 











JOHN BATES, Pressman. 


517 TEMPLE COURT. 
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Publishers’ 
Announcements. 


For many years THE NEW YORK EVENING POST 
has contained more publishers’ advertising than any other 
daily newspaper in ths United States, and the excess is now 
greater than ever ‘before, as will be seen from the following 
statement : 











151,071 lines of publishers’ advertising printed in THE 
EVENING POST from January 1, 1894, to December 
22, 1894. 
165 per cent more than appeared in any New York morning 
paper, or in any paper in the United States, in the same 
period. In 1893 the excess was 116 per cent. 
72 per cent more than was printed in all other New York 
evening papers together in the same period. In 1893 the 
excess was 49 per cent. 

In other words, THE EVENING POST, from January 1 
to December 22, 1894, contained 532 columns of publishers’ 
advertising, and the largest amount printed in any other daily 
paper was 201 columns, and the amount printed in all other 
New York evening papers together was 309 columns—allow- 
ing twenty inches to the column. 

Two conclusions may be drawn from this statement, the 
first that the publishers generally believe that there is one 
paper which pre-eminently appeals to the readers of good lit- 
erature—those who buy books ; and second, that the columns 
of THE EVENING POST afford a_ practically complete 
reference list of new publications, and that the paper has be- 
come in a sense the official medium for such announcements. 

It may be added that in no other daily newspaper in the 
United States is so much space given to book reviews and 
other literary matter. The literary notes-published on Mon- 
day of each week contain the announcements of new publica- 
tions, and these notes are followed by reviews which are con- 
tributed by leading writers and specialists, 































ooo €- 043-3439 


Publication Office, 
206-210 Broadway, N. Y. 







The Exclusive 


Ad {vertising priv ileses 


in all ears and on al 
Stations of the 


BREEKLY N-UNIN 
ELEVATED RAIL RAD 


\re controlled from! May 
Ist J§95 by 


CARLETON & KISsam 


Cars Ww tI be equipped 
with advertising racks, 
spaces to be 24x16 IN., 
end s Spaces 24. 14in. 


For ink aS address 


CARL r Is SN ¢ & AISS \M 


N O 9I5 Post legraph | ldg. NY 
= ba € 3¢ ) o = =; = 
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ONE 
ORDER, 
ONE 
CHECK, 
ONE 
STAMP, 
ONE 
ELECTRO. 
WHAT 
WONDER 
SO 
MANY 
ADVER- 
TISERS 
USE 

THE 

C. 

N. 

U. 

LISTS ? 





THE BEST 


SSSBEGE 


What you have to sell you rely on the 
people to buy. 

The millionaires won’t help you. 

The people will, 

The people will make you rich if you have 
something they want. 

If you want to reach the people in the 
country, what better medium than their own, 
particular, pet, infallible, local paper ? 

In Illinois, Ohio, Iowa, Indiana, Michigan, 
Wisconsin, Nebraska and a half dozen or 
more other Middle and Western States, the 
best proportion of the best local country 
weeklies are on the list of the Chicago News- 
paper Union. 

This list consists of 1,400 selected high- 
class papers of a larger than average circula- 
tion for the West. They will bear compari- 
son with any similar papers in the United 
States. Many reach readers whom it is im- 
possible to reach im any other publication, 
others reach them cheaper than by any other 
method. 


It is the oldest established list, and is used 
by every advertiser of experience who wishes 


to cover the rich Western region. 


For Catalogue and Information address, 


Chicago Newspaper Union 


93 South Jefferson St., Chicago, Ill. 


NEW YORK OFFICE, 10 SPRUCE ST. 
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Publicity 
At Wholesale. 


You can buy 200,000 
circulation from one paper cheaper than you 
can buy it from four papers, just the same as 
you can buy a bushel of potatoes for less 
than you can buy four separate pecks. 


° THE 
PHILADELPHIA 
——TEM.. 








is a jobber in circulation. It sells 190,000 copies 
every day. According to “ Printers’ Ink Year 
Book,” it has more than twice as much circu- 
lation as any other Philadelphia paper, and as 
much as any three of the others. It has the 
most perfect distribution system on earth and 


the largest evening circulation in America. It 


has pretty nearly all the advertising it wants, 


but it will take yours if you insist. Rates from 


S. C. BECKWITH, 


SOLE AGENT FOR FOREIGN ADVERTISING, 


“THE ROOKERY,”’ TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin ‘Bates. 


on ne eerheun ert So.cmnd sivertiguinente for criticism and 
abou! sagtaing pernining retail 
ona Lints for the bettermen of this department. 
is the retail branch. 


suggestion; to 
‘Puwrens’ ing fs 0 clearing Rouse for 








The following letter will doubtless 
be interesting, and the ideas conveyed 
as to the care needed in preparation 
and distribution of circulars are un- 
doubtedly right, though of course they 
are not new: 


Perer P. STexeTeE, Bill Distributor. 
Musxecon, Mich, Jan. 24, 1894. 
Editor of Pruvters’ Ink: 

In different issues of Privrers’ Ink we no- 
tice continually the admonition to use only 
= newspaper Pe Fo the we —_ 

r are not advertising. you wil 
er me a small s I wii ive a few 
“points ’’ to those who are dissatisfied with 
the results of circular advertising. 

In the first place they should take as 
much pains in preparing their copy for a cir- 
cular as they do for the newspaper ad. Too 
often they rush it through with the thought 
or hares that “it’s only a bill.” If they 
would exercise more care they would often 
have a better worded circular and a better 
printed one, too. 

Who reads the circulars ? 

Have you ever received one that you did 
not look at to see from whom it came or from 
where, and if the composition and wording 
were neat that you did not read it? 

Have you never seen any one else read 
one? You say, “ Well, see how many are 
thrown away.’’ There are some thrown 
away, but no one can tell whether or not 
they have not accomplished their mission. I 
don’t infer that every one who a circu- 

is a buyer any more than that every one 
who reads a news; rad isa buyer. My 
idea of advertising is this: Judicious me on 
the plenty side) newspaper and i ad- 
vertising are the two first points to a suc- 
cessful business. 
¢ reason why some never hear of their 
circulars is that the people for whom they 
are intended never receiveone. How a profes- 
sional or a business man will pay his money 
and devote his time to writing a circular and 
then give a boy fifty cents to distribute $10 
or $12 worth of printing is what I can’t 
understand. Get a man who has sense 
enough to know that paper and ink cost 
money, and who has your interest in view as 
well as his own, your circulars will be 
heard from. Respectfully, 
P. P. STEKETEE. 


There are many times when circu- 
lars and booklets and such things are 
wise and profitable investments, but 
where a newspaper can be used to ad- 
vantage it is very much better and 
very much cheaper. Circulation in 
newspapers is the cheapest that can 
be had. You can give an equal space 
more circulation in the newspaper for 


a given amount of money than you 
can with dodgers. 
* 

Under the heading ‘‘ How to Make 
Money,” the Rochester (N. Y.) Post- 
Express gives the views of twenty-six 
leading merchants of Rochester on the 
subject of advertising. 

With one exception, they are all very 
much in favor of newspaper advertising 
as against all other kinds. One man 
goes so far as to say that ‘‘all forms of 
advertising, except the newspaper, are 
fakes and worthless ”—which is draw- 
ing it pretty strong. 

There is no doubt in the world that 
newspaper advertising is the best that 
a retailer can do, but the judicious use 
of circulars and booklets is also almost 
certain to be profitable. When it comes 
to p ammes, souvenirs, directories, 
advertisements on maps and on clocks, 
in hotel registers, and the thousand 
and one other advertising dodges 
which come under the head of 
** schemes,” the advertiser had better 
save his money. I have had ex- 
perience on both sides of ‘‘scheme’’ 
advertising. I have published pro- 
grammes and schemes of various sorts, 
and it was quite profitable work—for 
me. I do not believe that any adver- 
tiser ever got enough returns from the 
advertisements in a scheme to pay for 
its cost. 

It is really astonishing how many 
really good business men can be talked 
into taking space in a chart or pro- 
gramme, or some other thing that has no 
possible excuse for existence except 
the publisher’s desire to make some 
money. A thing which, if possible, is 
even more astonishing, is the way in 
which these advertisers will pay the 
bills for such things without in any way 
knowing that the contract has been 
fulfilled by the publisher. The adver- 
tising ‘‘ fakir ” will promise any amount 
of circulation that he thinks would in- 
fluence the advertiser. It is just as 
easy for him to say 50,000 as 1,000, 
and the ‘‘schemer” who really prints 
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as many copies as he promises is an 
exceedingly rare bird. As far as my 
personal observation has gone, I have 
never known more than half a dozen 
times in which the number promised 
was printed. Mere numbers amount 
to nothing, anyway. Ten thousand 
circulation in a good newspaper is bet- 
ter than fifty thousand circulation in 
some valueless ‘‘ scheme.” If all the 
money that is paid for these outside 
schemes were put into newspaper ad- 
vertising, we would not hear of one 
business man in a thousand who would 
say that advertising did not pay. 

One of the worst kind of ‘* schemes” 
that is presented to the retailer is the 
programme forachurch fair, or religious 
entertainment of some kind. These 
things are always. a clear case of black- 
mail. They cannot be called charity, 
because a pretense is made of giving 
something in return for the money 
spent. It would be very much more 
honest if the managers of such affairs 
would simply go around with a sub- 
scription paper and ask for the money 
asa gift. Merchants go into these pro- 
grammes because they feel that if they 
do not, they will antagonize the mem- 
bers of the church or society, and that 
so they will lose trade. If they would 
give the money without taking the ad- 
vertisement for it, the society would be 
better off, because their printing bills 
would not be so big, and the merchant 
would be just as well off, because the 
advertising is not worth the paper it is 
printed on. 

That there is wide difference of opin- 
ion in Rochester is evidenced by two 
clippings which follow : 


IT IMPROVES BUSINESS. 


A Plain Statement Lived Up te is 
the Best Policy in D. B. 
Marphy’s Opinion. 


“ Rochester is the best advertising city of 
its size in this country,”’ said D. B. Murphy, 
of Burke, FitzSimons, Hone & Co. “In fact, 
some of the advertisers in setting forth their 
claims border onthe extravagant. When 
advertising ceases to be truthful it ceases to 
be useful. I believe in a business man making 
a plain statement of what he will do for the 
desired customer, and then living up to it. 
When one advertises that goods can be had 
at a certain price he should see that no 
higher price is charged when the purchaser 
comes to the counter. The right kind of 
advertising improves business even in dull 
times. eption in an advertisement reacts 
on the house that is responsible for the 
fraud.” 
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MODESTY DOES NOT PAY. 


D. A. Wightman Says that Sensa- 
tionalism is Now Pretty Sure 
to Carry the Day. 


** Sensational advertising has been carried 
so far that people have come to doubt every- 
thing they see in an advertisement, and pay 
little attention to an honest statement of 
fact,” said D. A. Wightman. “ It is discour- 
aging for one who is indisposed to take in the 
community to find that the advertiser who 
makes statements which he has no intention 
of carrying out, will generally succeed in at- 
tracting people to his counters, where he is 
sure to sell them something in place of what 
they wanted. No matter how often a woman 
has been deceived, she will go again to the 
place which makes the most dlerieg offer on 


pa r.” 
ay s not that an argument for constant ad- 
vertising ?’’ 

“* But the women believe lies, and a man 
who has no intention to deceive will not 
descend to the trick of advertising goods that 
are not in his possession, and which he has 
no intention of buying. Not over one person 
in a hundred knows when she gets the worth 
of her money, and women who jump at prom- 
ises of bargains usually Pay more for their 

urchases than they would be charged for 

tter goods at a store where there are no 
sensations. It seems to be growing worse, 
and the man who np seme on fair dealing 
with his customers is the one who gets left. 

Mr. Wightman believes that sensa- 
tionalism and lies make the best adver- 
tising. Mr. Murphy says: ‘‘ When 
advertising ceases to be truthful, it 
ceases to be useful.” 

It is always quite fatiguing to me to 
hear some presumably bright business 
man complain that his competitors are 
frightful liars in their advertising, and 
that, therefore, he cannot compete with 
them. If there ever was arrant non- 
sense, it is this. The American people 
are not fools, and this I think is par- 
ticularly true of the women. Ido not 
think that very many women are fooied 
on bargain sales. Women, generally, 
know pretty well about how to judge 
the quality of a thing which they have 
occasion to buy. I do not believe that 
they are deluded very often. By the 
time they have been cheated once or 
twice ir a certain store, they will make 
up their minds not to go there again. 
People very soon find out whether or 
not an advertiser tells the truth in his 
ads. If it is discovered that he puts 
things into his ads that are not in the 
store, he will find himself losing trade 
very rapidly. 

There is not anything in advertising 
that pays quite so well as absolute 
truthfulness. The trouble with some 
of the business men, who think that 
their competitors lie, is that they are 
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not sufficiently progressive to see the 
advantage of offering startling bargains 
even at a Joss. A man toid me the 
other day that he knew Wanamaker 
lied in his shoe advertising, because he 
could not sell a certain shoe at the 
price he asked for it without losing 
money. He seemed to think that this 
was conclusive evidence, but it was not. 
If it costs ten dollars to advertise a 
certain lot of shoes and you lose ten 
dollars more on the shoes, the adver- 
tisement has cost twenty dollars. That’s 
all there is of it. Charge the loss on 
the goods to the advertising: account, 
and there you are. You can pretty 
soon tell whether it pays enough. 





For Clothing—(By Geo. French). 


Permanent 
Patronage & 
Preferred 


If our clothing does not do customers 
good it does not do us credit ; if it dues 
not do us credit our business is with 
transient trade. We seek rather to 
serve the same people, season after 
season, and constantly add to our 
trade-family new members, Therefore 
we are very particular about our stock, 
and very careful -to satisfy customers; 
we take all risks; we never release our- 
selves from our. pledge until we are 
certain our customer has the best value 
for his money. 





For a Cash Business—(By H. E. Hodgens). 


COLD CASH! 


We sell for ready money or produce only 
because it means we have no bad debts and 
their accompanying losses, no credit accounts 
to pay some one to look after; nothing but so 
much merchandise or its equivalent in money. 
You reap the advantage in lower, every-day 
prices, and we can afford to accept a lower 
average of profit. Our prices prove this 
conclusively. 








For Ladies’ Waists—( By Geo. French). 


Absolutely 
Accurate 
Advertisements 


Our ‘principle of absolute accuracy 
in advertising statement has attracted 
the attention of ladies to our fine 
shirt waist stock. By carefully read- 
ing our ads every day ladies learn 
how to make future savings by pres- 
ent spending. ‘ There is nothing,” 
saith the Pundit, “ prettier in the 
world than a pretty woman in a 
shirt waist.” 
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WE. WON’T 
DO IT. 


——That is, ask one, two or three dollars 
more, as the case may be, for an article than 
we intend to take for it, taking the high price 
if you are willing to pay it, but if you banter 
a little, coming downinour pricc. Everything 
is marked as as possible, and once 
marked the price Stands. If for any reason it 
should be lowered, it is lowered for all. 

We have one price, that is the lowest, and 
it is the same for the child as for the experi- 
enced shopper. It is the only right way to 
do business, and fair dealing to one and all 
will allow no other method. 





For Stock Taking Sale—(By H. E. Hodgens). 


Snap 


This month we will be busy 
with our semi-annual stock tak- 
ing. Stock taking always brings 
to light things we would rather 
not have, not that there’s any- 
thing wrong with them, but 
there's too much or too many of 
some things, and remnants or 
broken lines of others. These we 
want cleared out, turned into 
money, and for this reason you'll 
find all over the store in all de- 
partments during this month. 
snaps that if taken advantage of 
mean a saving of money to you. 

We're both gainers by this 
clearing out of surplus stock, 
You get a chance to supply your 
wants at prices lessthan ordinary, 
we get the goods turned into 
ready money, our stockclean, and 
are ready for new, fresh goods 
when they come. 


A circumstance out of 
which money may be 
made.—WEBSTER. 





For Any Business. 


Just a Minute 


OF YOUR TIME, 


Please 


to remind you of how well we can serve you 
in one | pe grery We have made a regular 
study of at least one subject, and the values 
we have to effer you on that account are just 
what you should make it your business to 
look into. Our special subject is 





Pay Only 
Your Own Bills. 


In dealing here the cash customer is not 
taxed to help to support the credit customer 
who does not pay. ere all are on one level 
—all are cash customers. There’s quite a 
saving in that—losses, interest, expense of 
bookkeeping and collecting—and as we buy 
for cash also, we are able to give you a better 
dollar’s worth than most people. 
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S) Advertising Fable No. 13 


As a sportsman 2 @e fields with his attended by a 
Sat an do ay at Ee obelden and aim and ae ahem tanaie 
fired too nately, and by this means missed them both. “Oh, my 
ha 
a partridge, you would probably have secured your snipe.” 

In advertising, as in shooting, it is essential 
that you aim at some particular thing. 

Don’t try to hit snipe and partridge at the 
same time. If you’re after partridge, get the 
right sort of a gun, load it for partridges and 
go where the partridges are We know the 
habits of all sorts of business 
game. We know the proper 
papers for partridge hunters, 


and the sort of ammunition 


to use. Would you like to 
have us join your hunting 
party? 


THE GEO. P. ROWELL 
2 ADVERTISING CO., 
10 Spruce Street, New York. 











